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ABSTRACT 
 
User Experience, known as the users’ cognition responses to the look and 
feel of a product, has been evolved and recognized as one of the prominent 
aspects of product design and development. Theoretically, the studies of User 
Experience have been expanding, adapting from psychological research to design 
research. User Experience, a concept which places users as a central focus, has 
been used for creating products that provide aesthetically pleasing and pleasurable 
to use as it focuses beyond usability and traditional design strategies. However, 
since the concept of User Experience is still broad and arguably unclear in 
definition, there are a few numbers of practical researches of User Experience that 
stress the benefit of this emphasizes especially in a context of a tangible product. 
User Experience of a tangible product is considerably different from the 
intangible one. While intangible product works in two dimensional, tangible 
product has characteristics that arguably more complex since it has volume, 
dimension, material, could create meaning, competitors and aged over time.  
In order to create a new perspective in User Experience research, a set of 
questions should be answered: What is the concept of User Experience in a 
tangible product? what is the characteristics and roles? how User Experience is 
perceived in sequential product interaction context? What is the dominant factors 
of User Experience on each stage? 
This research aimed at answering these questions and was accomplished in 
four phases. First, we explore the kinds of literature in order to understand the 
concept of User Experience in product design domain. Second, we identify three 
main roles and contributions of User Experience in a tangible product: User 
Experience as a product differentiator, decoding of complex technology and 
product longevity. Finally, a framework to explain the mechanism of User 
Experience stages during an interaction with a product is proposed. Third, we 
explore the mechanism of User Experience in sequential interaction of a tangible 
product. Also, identify three stages of User Experience in product interaction as 
impression stage, immersion stage, and attachment stage. Fourth, based on the 
findings before, we conduct a case study to identify the dominant instrumental, 
symbolic, and affective factors that influence the overall experience of a tangible 
product. The personal and non-personal products are used as a case study. This 
	 V 
research expects to elicit the design researchers to further explore and investigate 
this topic in order to compel and expand the benefit of User Experience in another 
direction. Particular design research effort is needed for developing tools and 
methods applicable in design practice. The findings of this research add to the 
understanding of User Experience in sequential interaction of a tangible product. 
This research may help designers to identify which factors are important and 
foster greater User Experience within their product. 
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Chapter 1. Introduction  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
1.1 Background  
As product becomes closer and more personal to its owner or user, the role 
of User Experience has turned out into an important issue to the products and the 
users. User Experience involves human perceptions and responses resulted from 
the use (or the anticipation of use) of a product, system or service. User 
Experience includes all emotions, beliefs, preferences, perceptions, physical and 
psychological responses, behaviors and achievements which occur before, during 
and after product usage [1]. 
User Experience is considered as a broad concept. Many researchers have 
previously conceptualized User Experience in many contexts, such as: design for 
pleasurable product [2], quality of experience [3], User Experience in social 
context [4] and framework for product experience [5]. 
As the experiential qualities of a product becoming more important to 
implement in order to achieve market success, designers and companies become 
more interested to stress the beneficial aspects of User Experience concept. It 
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requires more specific and in-depth study in order to understand the mechanism 
and benefit of its emphasis. Whilst research on User Experience it’s clearly not 
always aimed to create a superior product or even innovative one. However, this 
concept is rather, they aim to create a product that is expected to provide its own 
with both aesthetical and functional User Experience. These kind of experiences 
are more meaningful, valuable, and could be differentiated from its competitors. 
In addition, studies that focus on the User Experience can assist to identify factors 
or determinants that may help designers to improve the product value which is 
beyond usability. 
Since the concept of User Experience is still broad and arguably unclear in 
definition [6], there are a few numbers of practical researches of User Experience 
that stress the benefit of this emphasize into different directions such as product 
differentiation by experience, brand building, or even product longevity. 
Furthermore, the amount of researches that clarify User Experience context of 
holistic interaction are still insufficient. It seems a product differentiation is an 
interesting domain and new for User Experience research, because many User 
Experience research predominantly focused on the HCI, web design and user 
interface, while research on User Experience of a product area still largely 
unexplored and lack of empirical research from product design standpoint. 
To that end, exploratory research on the benefits of User Experience in the 
design field is important, in order to understand the potential of User Experience 
in product design domain and how it can be constructed from the overall 
interaction touch points, we need to understand the concept of the User 
Experience and the way it works through product-specific examples. 
 
1.2 Research Questions 
As it mentioned on the Abstract and Background of this study, this 
research will focus on User Experience in product design context. Since User 
Experience researches predominantly addresses user-product interaction on 
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specific activities of the user.  
My hypothesis is that the existing knowledge about User Experience still 
not addressing the overall level of user-product interaction. Moreover, 
understanding the roles and characteristics of User Experience may help designers 
and companies to compete in the market where everyone has created product with 
similarity in technology and pricing.     
Thus, my main research question is: 
1. What are the characteristics and roles of User Experience of a tangible 
product? 
2. How is User Experience perceived in the context of sequential product 
interaction? 
3. What is the dominant factors of each stage? 
1.3 Research Objectives 
This research will answer the three questions above in sequence. It focused 
on clarifying the concept of User Experience in product design context and 
explored the characteristics and roles of User Experience especially in product 
design. And finally this research proposed a model to explain how user perceived 
User Experience from the early ownership to disposal stage in product-interaction.   
 
1.4 Research scope  
 This research focuses on the area of User Experience in tangible product 
which involves interaction on physical product that has both hedonic and 
utilitarian aspects rather than User Experience in a digital product that lack of 
physical interaction.  
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1.5 Research Approach 
This exploratory study used a product-specific examples and proposes a 
framework to explain the mechanism of User Experience on different stages of 
interactions that can evoke the beneficial aspect of User Experience.  
In order to achieve the objectives, a number of multidisciplinary literatures 
from psychology, marketing, management, and design point of view were 
analyzed. The literatures are predominantly focused on User Experience in design 
context from 1997-2013.  
In the beginning this study describes the concept of User Experience in 
general by providing multidiscipline literatures and proposes an overview of how 
User Experience concept can be utilized. And then, the study explores the role of 
the beneficial aspects of User Experience and to describe how these roles are 
specifically generated in details. Finally, the framework to clarify User 
Experience concept on different stages of interaction is discussed and concluded 
into three parts; study results, shortcomings and future research direction in order 
to research more further on this emphasis.  
1.6 Research Structure 
The structure of this study is demonstrated in Figure 1. Chapter 1 
introduces the study; it defines the objectives, outlines the study and describes the 
contents. Most importantly, the research questions that this study answers are 
presented.  
In order to familiarize the context of the study, a summary of the relevant 
literature addressing the main research themes is presented in Chapter 2. This 
research has been done through five stages of research. The first stage is review 
on literatures related with User Experience concept from different disciplines and 
point of view. The second stage is characterizing the role and benefit of User 
Experience specifically in product design domain. The third stage is to propose 
the framework to describe how User Experience is shifting overtime during the 
product interaction. The fourth stage is to explore how User Experience can be 
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used for product differentiation from design perspective using some experiments 
and product’s case study which presented in chapter 5. The last stage is the 
conclusion of the study and suggestion for future research in chapter 6.    
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. Structure of the Thesis 
	 15 
References 
 
1. ISO FDIS 9241-210. Human-centered design process of interactive 
system. ISO. 2009 
2. Jordan PW. Pleasure with products: Human factors for body, mind 
and soul. In Green WS and Jordan PW (Eds.), Human factors in 
product design: Current practice and future trends. Talyor & Francis: 
London. 1999; 206-217.  
3. Alben L. Quality of Experience: Defining the Criteria for Effective 
Interaction Design. Interactions, 1996; 3(3): 11-15.  
4. Battarbee K. (doctoral dissertation): Co-Experience: Understanding 
User Experiences in Social Interaction. Publication series of the 
University of Art and Design Helsinki, 2004.  
5. Desmet PMA and Hekkert P. Framework of product experience. 
International Journal of Design, 2007; 1(1): 57-66.  
6. Forlizzi J, Battarbee K. Understanding Experience in Interactive 
Systems. Proceedings of Designing Interactive Systems (DIS 2004), 
August 1-4, Cambridge, USA, 2004.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
	 16 
 
 
 
 
 
 
Chapter 2.  Concept of User Experience 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
2.1 The Concept of User Experience 
To explore the role of User Experience in product design, an 
understanding of the concept of User Experience is needed.  
The importance of User Experience as a combination of users’ internal 
response, emotions and affections has been much emphasized. Much systematic 
research has been carried out in the product, software and web design 
areas. Usability is one of the important driver to to User Experience. The 
International Organization for Standardization’s guideline ISO 9241-11 [1] 
defines usability as ‘the extent to which a product can be used by specified users 
to achieve specified goals with effectiveness, efficiency and satisfaction in a 
specified context of use’. The term ‘effectiveness’ means the accuracy and 
completeness with which users achieve specified goals, whereas ‘efficiency’ 
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represents resource expenditure in relation to effectiveness. 
Some researchers distinguish ‘usability’ from ‘User Experience’. In 
general, usability is regarded as a user’s ability to utilize resources for performing 
a given task successfully, while User Experience refers in a broad sense to such 
attributes as thoughts, feelings and cognition resulting from interaction with 
objects. Usability metrics in User Experience evaluation methods include three 
aspects of the interactions between users and objects: effectiveness, efficiency and 
satisfaction. 
Traditionally, companies tend to concentrate on usability and see usability 
as an area where they can gain advantages by creating better and differentiated 
products over their competitors. As products have become more complex, the 
issues of usability become more pertinent. Users also become more aware with 
usability issues and begin to see the high quality of usability as a ‘standard’ on 
every product. However, since usability has become ubiquitous on every product, 
companies need to find alternatives to add values on their products.   
User Experience is a concept that focuses on the quality of interaction 
between users and products. The interactions will evoke certain feelings and 
emotional reactions that depend on the quality of both hedonic and utilitarian 
benefits of the product on a specific context of use. E.g. User Experience of a 
snowboard depends upon the weight and material qualities of the board, the 
bindings and your boots, the snow conditions, the weather, the terrain, the 
temperature of air in your hair, your skill level, your current state of mind, the 
mood and expression of your companions [2]. In another words, User Experience 
depends on the user, product attributes, and context, and those aspects are 
interconnected during the interaction. 
Interaction with the products clearly does not only concern about 
effectiveness and efficiency (usability) that makes the products feel good during 
usage, it also needs to consider that interaction with the product that evokes users’ 
positive and negative emotional responses to the products such as satisfaction, 
pleasurable to use, joy, frustration, boredom, excitement, etc. [3-7]. These 
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responds can make user engage and respond with loyal attitudes to certain 
products [8].  
Despite the vast growing interest in User Experience, some difficulties 
have arisen in seeking a general agreement on the concept and scope area of User 
Experience [9]. Although the User Experience concept has been adopted by both 
designer and researchers in the field of HCI, it has also been critiqued as being 
vague and elusive [10]. One reason for this is that User Experience is associated 
with several indistinct and dynamic concepts such as emotional, affective, 
experiential, hedonic and aesthetic variables [11]. 
  As an example, on earlier days, experience in using products such as a 
film camera depends on the quality of the film itself, the operational of camera, 
and the quality of the lens. If the experience of a camera is not satisfying enough 
for the users, they can change the film or lenses because most of the camera has 
similar affordances. However, since the digitalization era for most electronic 
products, User Experience on the camera has become more complex and is 
different to its predecessor. Users will focus to not only operational, but also to 
digital interface of the camera and for most part it is relatively difficult to operate 
for average users, especially for the first encounter with the product. Hence, if the 
camera failed to offer good experience that makes the users feel comfortable and 
pleasant during usage by offering users an appealing visual of the product, simple 
operational, and good result that are expected by the users, the experience that 
appears will likely to be negative, such as frustration, anger, sad, and lead to 
discontinuation use of the the product.  
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 User Experience focuses on human perceptions and responses that result 
from the use (or the anticipation of use) of a product, system or service [12]. User 
Experience includes all emotions, beliefs, preferences, perceptions, physical and 
psychological responses, behaviors and achievements that occur before, during 
and after the use of a product. On an early attempt to define User Experience, 
Alben [13] describes experience as:  
1) the way the product feels in the user’s hand,  
2) how well the user understands how the product works,  
3) how the user feels about the product while using it,  
4) how well the use of the product serves their purposes and  
5) how well the product fits into the entire context of use.  
 
Often, User Experience is associated with usability concept, due to the 
similarity on how the concepts are generated. The difference between User 
Experience and Usability is not exactly the measurements or methods used, but on 
the emphasis and focus established during the development of a product [14].  
Usability focused on effectiveness, efficiency and satisfaction [1], while 
Figure 2. Utilitarian Benefit of the Camera That Affect User Experience. 
Top: Canon F-1 Film Camera, Simple Operational and Utilization. Bottom: 
Canon 5D MkII, Modern Professional DSLR with Plentiful Features and 
Complex Operational. 
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User Experience points to a more global projective goal, not just attaining 
effectiveness, efficiency and satisfaction. It aims to enhance the entire experience 
of the users, from the expectation, through interaction, and finally the reflection 
about the experience. In other words, one of the most important aspects of User 
Experience is providing both satisfaction and enjoyment while users interact with 
the product. 
In a business context, User Experience is essential for sales, and a poor 
User Experience can lead to the following negative consequences such as 
decreased sales and demands, dissatisfied customers, poor ratings and reviews and 
negative word of mouth [15] 
 
2.2 Prior researches on User Experience  
User Experience is considered as a broad concept. Many researchers have 
previously conceptualized User Experience in many contexts. In this study, 
amount of multidisciplinary context of literatures from psychology, marketing, 
management, and design point of view are collected and explored. These 
literatures are predominantly focus on User Experience from 1997-2015 (Table 
1).  
 
Table 1. Literatures of User Experience Used in This Chapter. 
Context Definition Source 
Business UX in business context [5], [15] 
Product 
Differentiation 
Aesthetic 
Usability  
[5] 
[21], [26] 
User 
UX component [18], [35]  
Pleasurable [4], [27], [24] 
UX motivation [27] 
UX Expectation [28] 
UX Interaction [16], [17]  
UX Attachment [8], [25], [32] 
Overall UX [10], [23], [31] 
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There are many perspective of User Experience, as its defined as a fuzzy 
definition, many researchers have their own understanding to this emphasize. 
Norman list the goals of successful product by engaging users with three different 
levels; visceral level which defined as user’s attitude to aesthetic of the product, 
behavioral level which defined as user’s attitude to the operational of a product, 
reflective level which associated with user’s emotional attitude [16]. Jordan 
described that successful product interactions are the product that provides 
functionality, usability, pleasure and pride [4].  
Forlizzi and Ford developed a framework for understanding the experience 
interactions [17]. This framework aims to show in which realm that User 
Experience evoked from interaction. The framework includes four components, 
called “dimensions of experience”. These dimensions are sub-consciousness, 
cognition, narrative, and storytelling.  
in addition, they also investigate what influences User Experience by 
exploring user-product interaction which includes social and cultural factors and 
also context of use. (Figure 3).  
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Arhippainen and Tähti list five components affecting User Experience and 
a good amount of attributes for each component [18] (Figure 4). They included 
specific attributes on each factors that influence User Experience. This specific 
factors are User’s specific attributes including age, skills and other personality 
aspects of the user, product’s specific attributes including weight, mobility, 
reputation, and also they included social, cultural and context of use as a factors 
that influence User Experience.  
 
Figure 3. Influences on experience by Forlizzi & Ford (2000). 
Figure 4. User Experience components by Arhippainen & Tähti (2003). 
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Hassenzal & Tractinsky used the different approaches on attempting to 
define User Experience [10]. They defined as “a consequence of a user’s internal 
state (predispositions, expectations, needs, motivation, mood, etc.), the 
characteristics of the designed system (e.g. complexity, purpose, usability, 
functionality, etc.) and the context (or the environment) within which the 
interaction occurs (e.g. organizational / social setting, meaningfulness of the 
activity, voluntariness of use, etc.) as it summarized in Figure 5. 
 
	
Figure 5. User Experience definition by Hassenzahl & Tractinsky (2006). 
 
Desmet and Hekkert uses more specific term to define User Experience in 
product design conext as Product Experience that specifically aimed for possible 
affective responses created from interactions between users and physical products. 
They mentioned that the product can be experienced differently, which depends 
on product’s perceptual properties. Those experiences can be divided into 
aesthetic experience, experience of meaning, and emotional experience [19].  
Aesthetic Experience is an experience that evokes before and during 
interaction by delighting user by the products’ aesthetic attributes. Aesthetic 
experience involves one or multiple sensory modalities in order to delight during 
interaction. Aesthetic aspect of an experience includes not only visual of a 
product, but also other attributes such as sound and tactual [20]. This aesthetic 
approaches may transform a product into an object of desire by creating 
impression s in the first contact [21]. Users will perceive ease of use from the 
product if the product has an aesthetically beautiful appearance [22]. These 
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aesthetic aspects also have high probability of being used, whether or not the 
products are actually easier to use. In contrast, more usable but less-aesthetic 
products may suffer a lack of acceptance that renders issue of arguable usability 
[22]. Aesthetic aspect might be one of the principles that connect the concept of 
usability to User Experience [23].  
Experience of Meaning is an experience when user cognition takes a role 
during interaction with the product. Users assess the personal or symbolic 
significance of product by using recognized of metaphors, assigning personality 
or other expressive characteristics [19]. We suggest that experience of meaning is 
generated by specific design properties that makes users see a value of the 
product. E.g. experience of meaning on luxury product has the meaning of 
“luxury” generated by the use of material, product processing, design of the 
packaging (appearance), distribution system, and branding that are well-arranged 
and exceeding the level of standard products to allow for pleasure [24] and by 
interacting with the product, experience create attachment, which have some 
profound and sustain the meaning to the users by its product attributes [25].  
Emotional Experience is the experience that is typically considered in 
emotional psychology and in everyday language about emotions, such as calm 
and happy, which are elicited by the appraised relational meaning of products. It 
is an interpretation of a product rather that product itself which create a user’s 
emotional response due to certain condition from the product. This condition may 
come from aesthetic or usability [20]. For example, feeling frustrated from using 
complex product or disappointed with a small battery capacity of a smartphone. 
These three kinds of experience that evoked before, during and after interaction 
with product are indeed interrelated and, actually, interact with each other [19].  
User Experience is also closely related to users’ expectation with the 
product. If the users have low initial expectation to the product, e.g. the product 
has less attractive appearance, but when the user interact with the product and the 
product has greater function, then the product can easily surprise the users 
positively [26]. Mäkelä & Fulton Suri [27] defines User Experience as “a result of 
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a motivated action in a certain context. The user’s previous experiences and 
expectations influence the present experience, and the present experience leads to 
more experiences and modified expectations” (Figure 6).  
 
 
Also Hiltunen et al [28] list expectations as an important building block of 
User Experience (Figure 7). This research has the merit of showing how important 
user’s changing expectations are in User Experience.  
 
 
They base their model on Neisser (1976), where user’s mental model, 
schema, directs exploration of information and thereby the selection of objects for 
use, and the objects used modify the schema. Figure 7 shows the components 
perceived by the user when using an object, which are interpreted before a User 
Figure 6. User Experience definition by Mäkelä & Fulton Suri (2001). 
Figure 7. The User Experience cycle by Hiltunen et al (2002). 
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Experience is formed.  
Based on prior research on User Experience it is clear that user’s internal 
state, expectation and prior experience on product usage affects User Experience. 
Moreover, it is also clear that the usage of a products that includes pragmatic and 
hedonic attributes will affect User Experience. The difference between usability 
and User Experience is said to be about emotions: while good usability means the 
lack of discomfort, good User Experience means delighting the user [10]. Good 
usability is required for a great User Experience, but it is just one part of it.  
User Experience is unique, depending on the current user’s internal state 
and the context. This is the reason designer cannot design an experience, but 
rather design for an experience [27]. Many product designs aim to produce some 
specific emotions; such as pleasure or excitement. It is even harder to design for a 
specific emotion than for positive User Experience in general, because the users 
and use contexts change [27, 28].  
Recently, as the trends and technology has evolved and users’ paradigms 
of a product and service have also been shifting, companies that provide only 
what users want and need are no longer sufficient to create distinct products that 
can compete in the market. Hence, User Experience has become the economics’ 
research target for several years to explore the new kinds of new methods that 
they can offer to customers [5]. As the results, many companies shift from selling 
products to selling experience. To achieve that, most companies are studying the 
characteristics of experience. The study enables companies to develop products 
that give user pleasure and will create better experience during the interaction 
with the product or service. E.g. Starbucks coffee that offer experience of having 
good coffee in good environment and good service that disrupts the café business. 
 
2.3 User Experience in Product Design: Personal and Non-Personal 
In this study, there are two products category that have been used as a case 
study, personal product and non-personal product. the requirements are the 
product should be used by personal, and another product used by multiple user 
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(such as family members) in order to identify and compare the differences in 
experience pattern and dominant factors between them and these products are 
relatively own by most population in chosen demography in next chapter. 
For long time ago, studies on a car had been saturated on an instrumental 
side and ignoring the importance of symbolic and affective side [29]. However, in 
accordance to user’s motives on using a product, a product or other means of 
transport afford to express one’s self identity and social position as well as to the 
feelings and emotions they evoke [30]. 
Those other factors and users’ motives that seem to play important role, 
such as affective factors e.g. feelings of sensation, power, superiority and arousal. 
The way people express their experiences about their cars, and the way cars are 
advertised make perfectly clear that car fulfills many symbolic and affective 
functions. In addition, many people think that car seems to be a status symbol. 
People can express themselves by means of their car, feel that driving is 
adventurous, thrilling and pleasurable. This implies that the utility aspect of car is 
not only depends on its instrumental value, but also on symbolic and affective 
factors. 
As a car is considered as a multi-meaning product that embodied with not 
only instrumental, but also symbolic and affective factors which affect how users 
will experience and respond, study explained that product such as car, fulfills 
three functions: instrumental, symbolic, and affective [31]. This implies that car 
usage may have an instrumental function (e.g. it enables activities), a symbolic 
function (e.g. the car is a means to express yourself or your social position), and 
an affective function in connection with deeper, non-instrumental needs and 
desires [32, 33].  
Although various researchers stressed that motives related to affective and 
symbolic functions of cars are playing important roles as well [31-33], the 
dominant factors such as instrumental, symbolic and affective on different stages 
of interaction are still unclear and insufficient. We assume that the users have 
certain tendencies of dominant factor that affecting the User Experience while 
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interacting with car. This particular factor has tendencies to change along with 
deeper interaction between users and the car.  
Similar to a car, people enjoy forming relationships with objects and the 
camera plays an important role in their life. Camera as an object fulfill 
instrumental needs, such as taking a picture. It helps establish and preserve 
memories [40]. Some of the product like this is also have pragmatic and hedonic 
sides which assumes that people perceive interactive products along two different 
dimensions [31-33]. Pragmatics refers to the product's perceived ability to support 
the achievement of doing physical activities, such as "making a telephone call", 
"finding a book in an online- bookstore", "setting-up a webpage". In contrast, 
hedonics refers to the product's perceived ability to support the achievement of 
perceiving emotional sensation related to the product, such as "being attach to", 
"being suited with", "being special" [34]. Hence, Interaction with physical product 
involves more than just fulfilling one’s needs. 
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2.4 Conclusions of Chapter 2 
 
In this chapter, we have done the first phase of the study by exploring the 
basic concepts of User Experience from prior researches and other point of view. 
This chapter is considered as a basis to understand the concept of User Experience 
and how to connect it with product design domain.  
From the review above, many studies agreed that the concept of User 
Experience are affected by Users’ characteristics and skills that will evokes User’s 
internal state such as emotions, experiences, affection due to the product’s 
specifications which include pragmatic and hedonic attributes, and context of use; 
which most studies included the cultural and social factors [10, 17, 18]. Other 
studies have discovered that User Experience is a results to user’s action which 
driven by prior expectation, motivation and context of use. This action will lead to 
modification of user’s expectation in the future [27]. 
In product design context, the concept of User Experience that related to 
product’s acquisition still largely unexplored, moreover, the notion discussed in 
this chapter only focused on present experience and not includes sequential 
dimension of product ownership which we considered as an important issue 
especially in product design context. 
 This basis of understanding of User Experience will be explored and 
discussed further in chapter 3 and chapter 4. Both chapters contain deeper 
investigation to the User Experience in product design context and propose 
framework to answer the research objective; how Users perceived User 
Experience on a sequential product interaction.  
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Chapter 3. The Roles of User Experience in Product Design 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
3.1 The Roles of User Experience in Product Design  
Based on the understanding description of a User Experience concept in 
the previous chapter, User Experience is considered as an important concept for 
both designer and company in order to develop distinct product, system or service 
to the competitor as part of design strategy. However, as User Experience still 
unclear in definition and differ depends on particular perspective such as 
psychology, product design, service design, graphic design, etc. [1]. It may be 
straightforward to understand the concept of User Experience by exploring its 
characteristics into different kind of roles especially in product design context. 
These roles may be benefit companies and designers for specific purposes in 
	 35 
designing the product. Diagram on Figure 8 described user as starting point to 
create experience through two different interactions. 
In accordance with chapter 1, the roles of User Experience could be 
described as a results from interaction between user and product in a certain 
context of use. The The interaction itself consist of physical and perceptual 
interaction that will perceived as values to users. This values may different 
depends on product’s attributes and what experience that will perceived by users. 
Based on the previous discussion regarding the user experience definition and 
domain, most of the user experience related research are dominated with business 
and management focused research and intangible product such as web design, 
mobile app interface and HCI related research. There are ambiguities in the 
definition of user experience which has been discussed in previous chapter. The 
characteristics of the user experience in the context of tangible product also 
remain largely unexplored.  
Different from user experience in an intangible product such as web 
designs or digital interfaces, the challenge of user experience in a tangible product 
design is higher. The product has a dimension, volume, size, weight, material 
characteristics and meaning to its user. in a context of business, the tangible 
product has a direct competitors and in order to compete with others, one 
company need to create differentiation by aesthetics, implements new technology 
or other strategy. 
and the last is that the tangible product has a lifecycle and degraded over 
time along with usage of the product.  
Figure 8 is a sum of the research that focus on what design can contributes 
in an era of competitiveness; Design adds value to products & services, brings 
benefit of Technology to users, Design connects user to product emotionally. The 
challenge of the user experience is that how the interaction between user and 
product become more pleasurable, memorable and valuable. 
In this study, we proposed three main characteristics of User Experience in 
product design standpoint as such; product differentiation, product longevity and 
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technology decoder. It may help designers to explain how user and product 
characteristics can generate some beneficial aspects of User Experience created 
from interaction (Figure 8).  
 
 
 
 
 
3.2 User Experience as Product Differentiator 
In economics and marketing, product differentiation is the process of 
distinguishing a product or service from others, to make it more attractive to a 
particular target market. This involves differentiating it from competitors' 
products as well as a firm's own products [2]. 
Product differentiation is the process of describing the differences between 
products or services, or the resulting list of differences. This is done in order to 
demonstrate the unique aspects of a company’s product and create a sense of 
Figure 8. Framework of How Roles of User Experience in 
Product Design Are Generated. 
	 37 
value that perceived by customers. Marketing literatures are strict on the point that 
any differentiation must be valued by buyers [3]. And also from the marketing 
point of view that the term unique selling proposition refers to advertising to 
communicate a product's differentiation [4]. 
In economics, successful product differentiation leads to monopolistic 
competition and is inconsistent with the conditions for perfect competition, which 
include the requirement that the products of competing firms should be perfect 
substitutes. There are three types of product differentiation; simple: based on a 
variety of characteristics, horizontal: based on a single characteristic but 
consumers are not clear on quality and vertical: based on a single characteristic 
and consumers are clear on its quality [5]. 
Since differentiation is due to buyers perceiving a difference [3]; hence, 
causes of differentiation may be functional aspects of the product or service, how 
it is distributed and marketed, or who buys it. From marketing standpoint, the 
major sources of product differentiation are divided into five types [5]; differences 
in quality which are usually accompanied by differences in price; differences in 
functional features or design; users’ preferences that represents essential 
characteristics and qualities of goods they are purchasing; differences in sales and 
marketing; and the last is differences in availability (e.g. timing and location). 
Role of design in creating differentiation may be in the area of differences of 
functional features or design and users’ personal preferences. 
The objective of differentiation is to develop a position that potential 
customers see as unique. As an example in smartphone app, most developer now 
trying to introduced users with freemium business models, in which businesses 
market a free and paid version of a given product. Given they target a same group 
of customers, it is imperative that free and paid versions be effectively 
differentiated. 
Differentiation primarily affects performance through reducing directness 
of competition; As the product becomes more different, categorization becomes 
more difficult and hence draws fewer comparisons with its competition [6].  
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3.2.1 Product Differentiation 
Designers and companies have to understand the importance of creating 
differentiation. As the product or service have become homogeneous across 
competition; they need to offers unique core attributes that are perceived as value 
by customers to be better than or different from the products of the competition 
[7, 8].  
In the business point of view, differentiation is considered as main 
foundation in building the brand [9, 10]. If the brand fails to develop or maintain 
the differentiation, customers have no basis for choosing it over others. Designers 
need to create engaging features implemented in the product in order to create 
differentiation by engaging users with certain experience.  
Recent studies demonstrate that to increase the competitiveness, many 
firms and companies have been utilized design to add value to by increasing 
emotional and symbolic aspects to the product attributes [11, 12]. Major firms 
such as Apple, Procter & Gamble, and Sony have committed themselves to 
becoming design leader in their industries [13]. Overall, firms are increasingly 
devoting to design and engaging design specialists in their innovation process 
[14]. 
3.2.2 Product Differentiation by User Experience  
 
Nowadays people are faced with commodities that are indistinguishable. 
Products, user, technology and pricing are in the same level of each other. The 
differences that can be recognized are on the brand, the user perception and the 
feel of a company. These differences are delivered through the User Experience in 
their product and will also differentiate the company [9, 15].  
User Experience is a distinct economic offering, as distinct from a service 
and a service from a product. Because service delivers benefits to the customers, 
User Experiences delivers emotional feeling that designed to be memorable, 
personal and sensorial [9]. In the saturated market when all the products have 
similar appearance, technology, and pricing, consumer no longer select products 
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for their functional roles, but they look for superior usability characteristics or 
engaging experiences [16].	 
As a result, successful products depend on whether the product is able to 
elicit a distinctive and appropriate experience to the users. The new competitive 
landscape in the product design domain has shifted from extracting commodities 
and producing goods, to delivering services and ultimately offers the experience 
that allow pleasure [9]. 
In design standpoint, differentiation can be categorized into two levels; 
low-level differentiation and high-level differentiation. In this study, we describe 
low-level differentiation as an emphasize that covers all the physical aspects of 
the product. In business point of view physical differentiator consist of price, 
ecosystem, accessibility, location, delivery, quality availability, services and 
range. These combination of physical differentiator are traditionally what most 
businesses have focused on [15].  
Moreover, high-level differentiation can be described as an emphasize that 
covers everything related to user’s emotional state [15]. User’s perception of a 
product not only evoked by particular type of product’s physical aspects such as 
achieving good appearance or reducing the price. High-level differentiation 
addresses to evokes by multiple factors of Instrumental and Emotional aspects of 
the product. E.g. In recent years, most camera company attempting to design 
nostalgic experience by creating the look and feel of analog film camera on their 
digital camera product. one’s will perceive that a product feels “nostalgic” due to 
its similar appearance with film camera, similar usability, elicit similar emotions, 
etc. However, successful company is the one who can create camera that can 
evokes all core experience with film camera (Figure 9).    
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Experiencing a design involves multisensory aspects as it evokes from 
different kinds of perceptual properties of the product: aesthetic (color, shape, 
texture), usability (interactivity, efficiency, effectiveness), auditory (audio) and 
olfactory (smell), attributed with certain qualities (e.g. comfortable, reliable, 
adaptable) and they can elicit different feelings (e.g. curiosity, satisfaction, 
irritation). This perceived experiences are created by one or multiple design 
attributes of the product [17-19]. From these statement, we suggest that to create 
product differentiation by User Experience, both aesthetic and usability aspects 
need to be simultaneously active to elicit the users’ emotional response during 
interaction. Since aesthetic aspects (shape, color, texture) may create impression 
when the user encounter the product for the first time [20]. In addition, usability 
may help to immerse the user during interaction that can help user to engage with 
the product and lead to loyalty to certain brand [21].     
In the design domain, differentiation is necessary to make product not only 
distinguishable by the users, but in fact can create remarkably different from other 
similar products, as it resembles company identity. Differentiation by User 
Experience is more focused on creating great satisfaction and enjoyment from 
Figure 9. Products That attempts to Achieve similar 
concept; How to Create Analog Experience on Digital 
Camera. 
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beginning to end of interaction through multiple touch points of design elements 
embedded in the product.   
As an example, the first generation of iPhone was considerably different in 
all aspects, from the design package, user interface and the ecosystem that were 
created by other smartphone brands at the time. The design package of the iPhone 
(color, shape & material) gave the impression of premium and well-built product 
compared with other smartphones at that time [22]. The impression feeling from 
the user not only evoked from the combination of shape, color and material itself, 
but created a new aesthetic form that is far different from its competitor.  
During interaction with the product, Apple created a simple, logic and 
natural interaction through multi-touch technology that gives users immersive and 
comfortable feeling during interaction. The design elements on iPhone’s user 
interface such as icon design, layouts and animations that are well arranged can 
elicit emotional response from the users. Those multiple affective responses from 
different kinds of elements, and ultimately can make users engaged to the product 
and gave a loyal attitude to the brand and product. 
3.3 User Experience as Decoder of Technology 
 
Technology as one of the main User Experience components has a strong 
impact on the quality of User Experience. An advanced technology could be hard 
to understand by its users when the company fails to create appropriate way for 
user to interact with. A product may fail if it is easy to use and easy to understand 
but has deficient technology that has limited ability and obsolescent, or the 
product has tremendous technology but is too difficult to use [23]. Study 
conducted by Dianne Cyr et al. demonstrated that aesthetic elements of the 
product do in fact have a significant impact on perceived usefulness, ease of use 
and enjoyment [24, 25].   
Apple Company has clearly not invented the touch screen-based 
smartphone to navigate the entire interface of the phone. However, Apple was the 
first to make it with a good User Experience for both physical (device) and virtual 
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(software). What made users switch from traditional keypad-based mobile phones 
to touch screen-based operated smartphones was not due to the technology itself, 
since the technology was available on devices more than ten years before Apple 
introduced it for the iPhone product. The problem with previous touchscreen 
phone before iPhone was users have to interact in a complicated way to do a 
simple task and gives users unpleasant feeling due to inefficient usability and 
insufficient User Experience. Hence, most of the touchscreen phone failed to 
engage users before and after interaction. In contrast, Apple managed to create 
User Experience for touch screen technology that the transition is not difficult for 
the user by providing familiar interaction and delighted by how the phone’s user 
interface has been design to move, animate and transform like real world objects. 
Hence, users saw a real value and relevance need of the technology [21, 22].  
From then the first iPhone changed the perception of a smartphone being 
complicated to use. Apple changed the expectations of millions of users by 
allowing them to solve desired core tasks of the mobile phone operation in an 
elegant and easy way of User Experience. 
New technology will continuously appear and mature. However, 
technology innovation alone does not make successful products. The User 
Experience and design ideas that bridge the technology are what gives users 
value, and this value is what will make successful product [21, 26, 27]. 
User Experience is one concept that can solve the gap between technology 
and user by creating seamless aesthetic, usability and usefulness of interaction 
between product and user [15]. Figure 10 is one of the examples that simplify the 
complex technology into a more aesthetically appealing, intuitive user interface 
interaction and desirable.  Therefore, most users could create great impression and 
positive User Experience compared to the less simple aesthetic attributes and 
operational.  
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Many companies failed to create innovation and it often happens when a 
company launches a new technology, that users may have positive expectation 
from it, but the companies forget to provide any valuable methods to use this new 
technology, such as providing a good User Experience. It also happens that 
companies are actually designing the way of use, or product affordance for its new 
technology, but the users see no need for the functionality, or a company may fail 
to design the functionality with an adequate User Experience that makes users 
realize a need for the technology [21]. 
In addition, when the level of technology in a product is enough for users 
and is saturated within competitive products, customers seeks for another reasons 
to buy the product such as efficiency, reliability, reasonable price and 
convenience. The experience becomes the differentiator and continues to add 
value [9, 27]. 
Figure 10. How User Experience Could Create More 
Intuitive and Perception of Ease of Use. 
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3.4 User Experience Contribute to Product Longevity 
This study is more focused on this part, since the challenge of a tangible 
product is that how product could create pleasurable and memorable interaction 
that leads to certain attitude to the user such as feeling attached or loyal to 
particular brand.  
User Experience contributes to product lifetime optimization by product 
attachment through aesthetic, usability and product interaction. Creating 
attachment through User Experience is one of the design strategies to extend 
product longevity. It may extent the product lifetime as the user feels attached to 
product due to the perceptual attributes of the product and meaning that are 
created by the user itself [28, 29]. Longevity of products entails not only the 
extension of their physical lifetime, but also the optimization of their 
psychological lifetime that can be achieved through User Experience. [18]. Long-
term User Experience resembles a personal relationship with the product though 
multiple interaction. Long-term User Experience is hence just as important as the 
creation of first impression of the product. First impression itself can be described 
into aesthetic impression and interaction impression. Aesthetic impression that 
Norman defined as visceral, can lead into product engagement [20]. Interaction 
that is created from first impression can get users interested or engaged and lead 
to continuous usage of the product [21].  
 
Figure 11. User Experience Strategy on Attempting to Longevity of product 
by Aesthetic Approach. 
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E.g. electronic devices such as smartphone, notebook or tablet PC work 
with Operating System (OS) that act simply as a bridge to mediate the users with 
the device. Although the users physically interact with the device, users mostly 
spend their times to interact with the system itself (operating system of the 
devices). By changing or updating the operating system of the device, partial or 
whole interaction of the device will be new to the users as it visualized on Figure 
11. This indicates that if designers are able to eliminates the user’s negative 
experience due to boredom or lack of new aesthetic and usability changes on their 
old device, it will extend the lifespan of the product usage by adding new 
experience on the old device [18, 20, 21]. 
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3.5 Conclusions of Chapter 3 
 
 
In this chapter, we have done the third phase of the study by investigating 
the collection of multidisciplinary literatures to answer the research questions; 
what is the characteristics and roles of User Experience in product design 
standpoint? 
Concept of User Experience in fact, involves subjective and objective 
issues. As it generated from what user feels and what product properties are 
affecting those responds. User Experience concept has evolved and become more 
important as technology matures and becomes commonplace, a high level of 
usability is taken for granted and something more is needed to make people 
engaged and attached with a product. 
To an increasing extent, also immature technology needs to fulfill not only 
utilitarian but also hedonic user needs. Nevertheless, companies who produce a 
product for consumer still need a foundation of functionality and usability, 
however, the pleasure factor to delight user from User Experience aspects helps 
product to rise above the competition. 
    In this chapter, we have done exploring and reviewing the literatures 
related to User Experience in order to discover the characteristics and roles of this 
emphasize in product design context. As a results, we found three major roles and 
characteristics of the User Experience. These roles may help designers and 
companies to foresee and utilize User Experience based on three major roles that 
could benefit company and lead to market success.  
User Experience as product differentiator; this role focuses on high level 
differentiation which put user’s internal state as a basis to product creation. 
Designers can focus on creating impression, unique and memorable perceptual 
and physical interaction that can give user certain positive sensation as it focused 
on beyond usability. This role It will make the product distinct to other 
competitors and also as a brand manifestation.  
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User Experience as a technology decoder; this role more focuses on how 
one product could create a pleasant, effortlessness and enjoyable way to operate 
the technology. Different from usability, designers not only need to focus on 
efficient, effective and satisfaction; this role forced designers to extent their focus 
beyond satisfaction.  
User Experience to create product longevity; in this third role, the main 
focus of User Experience is by creating an engaging interaction (enjoyable, 
memorable, satisfaction, etc.) which could lead to product attachment. Once users 
attach to the product, relationship between user and product will be stronger and 
develop a loyal attitude to a particular brand. From the explanation of the concept 
of User Experience through multi-discipline literatures, we can understand that 
the User Experience is the emphasis that has significant role in the success of the 
product. 
This chapter considered as starting point to investigate more further on 
user side and attempt to answer the third research question; how user perceived 
User Experience on sequential product interaction. Therefore, next chapter will 
explore and answer to that question. 
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Chapter 4. Three Stages of User Experience in Product 
Interaction 
 
 
 
 
 
 
 
 
 
 
 
 
 
4.1 Three Stages of User Experience in User-Product Interaction 		 User Experience in product interaction is clearly not only about the 
physical usage of the product. The experience itself can be divided according to 
its sequential tasks during interaction since User Experience involved user’s 
previous experience that will shape the user’s expectation of a product. 
 In business point of view customer experience is a blend of a company’s 
physical performance and the emotions evoked from the interaction between user 
and product, measured against customer expectation across all moments of 
contact [1]. Hassenzahl described User Experience as a momentary interaction 
which accumulates over time, depending on how many times the user interacts 
with the product [2]. The interaction process starts from perceiving, exploring, 
learning and comparing as it has structure of layer from the beginning to an end 
stage [2].  
As described in Chapter 2, interaction within a product involved user’s 
previous experience that will affect user’s future interaction with a product along 
with motivation, action and context of use as a driver of User Experience.  
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Hiltunen et al [3] base their model on Neisser (1976), where user’s mental 
model, schema, directs exploration of information and thereby the selection of 
objects for use, and the objects used modify the schema. The components 
perceived by the user when using an object, which are interpreted before a User 
Experience is formed.  
Hartson and Pyla introduced a model for the lifecycle of User Experience 
Design (Figure 12). The User Experience Design should be carried out in four 
stages: analysis, design, implementation and evaluation [4]. 
On the marketing point of view, the act of interaction in User Experience 
defined as five different stages as shown in figure 13 that called Customer 
Experience. This model involves broader touch points from the actual product and 
the user’s activity are divided into; information gathering (brand communication, 
advertising and word of mouth), purchase decision (quotes, ordering, information 
gathering), product consumption (using, consuming, implementing), post-
consumption (product review, modified expectation).    
 
Figure 12. Lifecycle for User Experience Design (Hartson & Pyla, 2012). 
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However, the models only addressing the product's consumption on a 
surface level which not involves user’s internal state and what type of experience 
does user perceived. Therefore, this model still insufficient and doesn't fit with the 
concept of sequential interaction with physical product. 
Practically, designing and integrating User Experience design on 
development process is considerably difficult, since companies have their own 
strategies and standards to develop their products.  
Also, Investigating the determinant of attachment in consumer-product 
interaction cannot be done by only exploring the product that has short period of 
ownership. in addition, to understand this emphasize, we need to see the User 
Experience on product design context from the acquisition of product to the 
mature ownership.  
However, by examining how experience is evoked from the interaction, 
we can divide the stage of experiences by its characteristics and different elements 
that involved: Impression, immersion and attachment. 
Figure 13. Stages of Customer Experience (Shaw and Iven, 2002) 
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In this study, we construct a model that can describe User Experience of 
user-product interaction based on models that have been explored. Since User 
Experience has a beginning and an end phase during interaction which involves 
user’ internal state in every touch points, investigating User Experience only on 
particular interaction (pre-purchase only or usage only) still doesn’t answer this 
research question. There should be an involvement between product’s 
instrumental attributes with the product’s emotional attributes that will changes in 
accordance with the duration of product use. 
The three stages of User Experience are summarized in Figure 14 These 
stages of User Experience during interaction involves different User Experience’s 
elements that are embedded on the product properties. It also could describe how 
Figure 14. Proposed model to Describes the Three Stage of 
User Experience on Product Interaction. 
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User Experience shifted from the impression stage to the attachment stage. If the 
product can create good impressions to the user by its aesthetic attributes and how 
the product performs, it could lead user to physically interact with it and creates 
immersive and meaningful interaction that predominantly generated from its 
usability attributes.  
Both impression and immersion interaction that are repeated overtime will 
lead to the attachment stage which involved the user’s emotional feeling with the 
product as shown with dotted line no. 1 in Figure 6. After the attachment stage, 
there are two possible outcomes. Positive outcome is that user will continue to use 
the product due to the positive experience during use as it shown with dotted line 
no. 2 in Figure 6. While the negative outcome is the user will stop using the 
product as it gave the user an unpleasant experience, such as broken product, 
boredom or obsolescent.  
     
4.2 Impression Stage 
The impression stage is very important in providing the first occasion for 
physical contact with the product and for opening up the possibility for memories 
to be formed. If the product is a gift, a special person may present it at a special 
occasion. The current owner may have bought the product in a special store or in a 
place far from home. These circumstances affect a person’s initial feelings toward 
a product and are likely to affect the emotions experienced during impression 
stage.  
In the impression stage, every product needs to create impression through 
its physical and emotional properties such as aesthetic elements and how user 
perceived the aesthetic of the product (color, shape, texture, sound and smell) and 
creates meaningful perceptual interaction to the product [5]. It can be a 
determinant on whether user will accept or reject and perceived the quality of the 
product [6]. Aesthetic impression that Norman defines as visceral can also create 
immersive interaction between user and product as user interested to use the 
product due to attractive attributes of the product [7]. In addition, product that 
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could provide continuous impression through its physical or emotional properties 
will create positive emotional response and create attachment.  
As an example, Leica is known as an exclusive camera brand with strong 
consistency in design since many years ago. Different from Digital Single Lens 
Reflex (DSLR) camera which is relatively large in size and predominantly made 
from plastic or painted magnesium alloy or aluminum, Leica offers a rangefinder 
type camera that is made of painted brass material and anodized brass similar with 
the original Leica M series camera from decades ago. Leica users will naturally 
fade the paint and will reveals the original material of the camera by using it over 
times. Despite of receiving negative feedback from its users, this aesthetic 
changed in Leica camera from long term usage will appeal to most its users. From 
those combined paint and material, Leica M series camera has created camera that 
will continuously appeals and impressed its users. The impression that the colors 
give may change completely by combining certain colors from its material and 
paint [8].  
 
 
 
 
 
 
 
 
 
 
 
 Figure 15. Aesthetic Changed in Leica Camera that Gives 
Users Continuous Impressions. 
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4.3 Immersion Stage  
In the Immersion stage, product creates predominantly physical interaction 
by its usability embedded in product’s physical properties (e.g. using, comparing, 
learning, understanding, etc.). However, usability alone does not guarantee that 
the product will be a success; it also need to cover enjoyment and immersive 
experience during interaction [9-13]. Designer can focus on improving the 
immersive aspect of the product in order to create a greater usage experience of 
the product. The word “immersion” is borrowed from game and entertainment 
terminology that can be defined as the level of engaging experience between users 
and product. The more products could provide pleasurable mechanism during 
interaction, the higher level of immersion will be.  
For example, one person decided to buy the motorbike with motivation 
want to look like a bike racer. this product persuades the user to experience  
 
 
 
Figure 16. How Immersive Experience is Generated in Motor Bike Product 
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the similar feeling of a bike racer. many elements of design are involved to 
strengthen the immersion experience, such as shapes, riding gestures, striping and 
graphical elements and also the apparel of the rider. It also reflects in user’s 
behavior when they use the product. The company provides different types of 
additional design elements to attract user and increases the immersion experience 
of the users.as shown on Figure 16.  
  
4.4 Attachment Stage     
People own many products for the functional or symbolic benefits they 
provide. Generally, these products are easily discarded and replaced, sometimes 
even while the product is still functioning properly (Figure 17). On the contrary, 
most people also own products that they refuse to discard, although they may 
have lost their instrumental value [14]. They care for these objects in special ways 
and have developed a long-lasting relationship with them. They have become 
emotionally attached to these products.  
Figure 17. Reason for User to Replaced their Products 
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Product attachment exists next to the product’s utilitarian benefits [15]. 
Utilitarian benefits are those benefits that are derived from fulfilling the product’s 
basic function. Products to which a person becomes attached provide users with 
additional benefits that are not (necessarily) present in other products within the 
product category (Figure 18).  
Dittmar described attachment as material possession love as a property of 
a consumer’s relationship with a specific psychologically appropriated possession, 
reflecting the nature and degree of a consumer’s positive emotional attachment to 
an object. Such attachment is: (1) multidimensional with three components 
(passion, intimacy, and commitment), and (2) multifaceted [16]. 
In the attachment stage, however, holds the key to successful overall User 
Experience that can create bonding between user and product by multiples 
interaction which we called “engagement experience” As a product can achieve 
engagement level, users can be satisfied and loyal to the product due to the 
emotional attachment and how user valued the product [17]. That satisfaction that 
makes the user wanted to continue using the product, at some point to an addictive 
level. This sensation has been known in the gaming industry, web and mobile app 
interfaces and recently it is adapted to most industrial product. People become 
Figure 18. Utilitarian Benefit of a Camera and Additional Benefit that 
Created by the User. 
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attached to products since product can give pleasure; product can express one’s 
unique identity; product articulates one’s belonging to a group; and product 
evokes memories of the past [18]. Attachment with the product can be enhanced 
by emotional significance, personalization, social desirability, and pleasures and 
memories with the product over time [18]. This indicates that designers can 
contribute to stimulate the attachment to the product. Consequently, strong user-
product relationships may result in more protective behaviors towards this product 
and consequently enhance product longevity [19].   
As an example, Android smartphone is a smartphone operating system that 
has a high level of personalization that could give freedom to the user to set a 
theme in accordance with their respective styles, such as icons, animated 
movement and transition, ringtones and so on. If the users have more control and 
options to personalize their products, then the user will be easier to attached easily 
and will use the product continuously [19].  
A common example of product attachment can be found in product that 
has a long ownership such as car. As a multi-meaning product, car or product that 
has means of transport not only fulfill users’ instrumental needs (e.g. as a 
transportation), but also can provide emotional needs of the user (e.g. can express 
one’s self identity, status symbol or pleasure) [18]. 
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4.5 Conclusions of Chapter 4 
 
In this chapter, we have done exploring on how user perceived User 
Experience in context of sequential product interaction and proposed a model to 
understand it. 
The process starts by comparing the existing models from the different 
disciplines literatures that can clarify the sequences of User Experience in product 
interaction. As a results, three stages of User Experience are distinguished and 
proposed; Impression stage, Immersion stage, and attachment stage which could 
explain the different kinds of user’s activities and experience responses that are 
evoked from particular stage.  
The proposed model on chapter 4 may help designer to demystify how can 
we design for User Experience from sequential interaction standpoint. Designers 
can alternately increase the amount of pragmatic and hedonic aspects in order to 
achieve specific User’s Experience goals by using different stages of User 
Experience in product interaction as a reference in order to identify what User 
Experience elements are involved on that particular stage.  
     However, the proposed models to understand and explain such phenomena 
on this chapter is based on literatures and need further field study to prove the 
hypothesis. By exploring the roles of use experience and the framework of User 
Experience stages that was proposed in this study indicates that it is possible to 
distinguish elements, both in the types of affective product experiences and in the 
processes that underlie these experiences. The findings on this chapter will be 
value and can be utilized for designers to ‘design for experience,’ that is, attempts 
to deliberately influence the experiential impact of new designs.  
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Chapter 5. Case Studies 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
5.1 Instrumental, Emotional and Affective Tendencies as an Experience’s 
Determinant Factors in User-Product Interaction in Physically 
Interactive Products  	
The aim of the chapter is to investigates how User Experience is perceived 
in different stages of product interaction especially in Indonesian market. The 
requirements are the product should be used by personal, and another product 
used by multiple user (such as family members). the products share the same 
characteristics; which are have symbolic and utilitarian meaning to the user and 
these products are relatively own by most population in chosen demography. 
Therefore, the questionnaires were conducted within two types of product 
categories; personal products and non-personal products. Moreover, this study 
also identified the dominant factor that influence User Experience on those 
sequence. We have limited ourselves to only focus on positive experience during 
interaction based on the proposed model of three stages of User Experience in 
sequential interaction. The answered questions were itemized into represented / 
closest meaning with specific keywords by matching the pattern on each 
respondent’s answer and Manifesting into one adjective sentence. 
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The categorized adjective that derived from the respondents were use Jourdan’s 
four type of pleasure in product interaction as a basis to covers the user’s response 
from the answers. 
in Jourdan’s definition, the pleasures that evoked from an interaction are 
divided into four [1];  
 
 
Table 2. Jorudan’s Four Types of Pleasures 
 
Since the response are sourced from different kind of product’s attributes, 
therefore five types of user experiences of tangible product are generated as 
follows; 
Table 3. Jorudan’s Four Types of Pleasures  
 
 
1. Perceived	 symbolic:	 Experience	 that	 develop	 by	 user’s	 symbolic	motivation	of	the	product	(e.g.	for	status	social,	prestige,	pride). 
2. Perceived Aesthetic: Experience that evoked from aesthetic attributes 
of the product (e.g. beautiful shape, cool design, simple form). 
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3. Perceived emotional hedonic: Experience that evokes emotional 
responses from the product (e.g. frustrated by the complicated use of 
product, grateful feeling due to product use, fascinated from how the 
product works). 
4. Perceived physical hedonic: Experience that evokes directly with 
physical attributes of the product (e.g. tactual experience, smells of 
particular material or part of the product, comfort level of a chair). 
5. Perceived Utilization: Experience that evokes from utilization aspect 
of the product (ease of use, convenient, fast, accurate). 
 
5.1.1 Methods 
This studies divided into two phases. First phase is to investigate the user’s 
experiential adjective expression with the selected product and seek the dominant 
factor of a personal products. The second phase is to investigate the user’s 
experiential adjective expression with the selected product and seek dominant 
factor of a non-personal products. Both category of products relatively owned by 
most population in chosen demography. 
 
5.1.2 Results 
A set of definite questionnaire answered by 102 Indonesian respondents 
with 55% respondents are male on car products and 56% are male in camera 
product, in addition, 20 respondents were given answers with 40% are male on 
non-personal products which is refrigerator and television. All respondents were 
mixture of college student and professional. Respondents were solicited from the 
interview and asked to answer the lists of given questions. To participate, 
respondents were required to have used a product relevant to this research for at 
least 1 year. All questions that given to respondents are in Indonesian language as 
it is a native language for them. 
To start questionnaire, respondents were given three different groups of 
questions that represent of three different stage of interactions with their products. 
Each group of questions were representing three different stage of product 
ownership and their experiences with their products.  Respondents were requested 
to answer by recalling their interaction experiences with their product in short 
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sentence and expected to express their experience from impression stage, 
immersion stage and attachment stage.  
Moreover, their feeling when they physically and emotionally interact with 
their car such as “to what extend does the product express the given impression 
experience for the first time?”, “to what extend does the product express the given 
immersion experience during interaction?” and “to what extend does your product 
express the given attachment experience since the first ownership until today?”.  
The respondents’ answered questions were processed into three stages, 
raw data collecting, itemized the sentences into represented specific keywords and 
categorized the experience attributes based on respondents’ usage motive. 
There are forty-nine experience keywords from the car users, fifty 
experience keywords of the camera, twenty-six and twenty-two experience 
keywords from the respondent of refrigerators and television. Those keywords are 
representation of users’ interaction responses to their products from impression 
stage to attachment stage. 
The answered questionnaires were collected in short sentences form which 
represent the expression of respondent’s experience during interact with their 
product and those were divided into three stages of interaction. 
 
Table 4. Experience Responses on Three Stages of Interaction on a Car 
Usage. 
Perceived 
Groups 
Experience 
Responses 
Stages of Interaction 
Impression Immersion Attachment 
Pe
rc
ei
ve
d 
Sy
m
bo
lic
 Pride 0 
15.69% 
1 
9.80% 
3 
6.86% 
Prestige 0 3 2 
Exclusive 4 0 1 
Confidence 1 3 1 
Elegance 11 3 0 
Pe
rc
ei
ve
d 
A
es
th
et
ic
 
Dynamic 1 
41.18% 
0 
3.92% 
1 
4.90% 
Simple 3 0 1 
Unique 9 0 2 
Ordinary 2 1 1 
Cool 8 1 0 
Strange 1 0 0 
Streamlined 1 0 0 
Sharp 1 0 0 
Futuristic 5 0 0 
Sporty 3 0 0 
Masculine 2 0 0 
Beautiful 1 0 0 
Inexpensive 3 0 0 
Cute 2 0 0 
Impressed 0 2 0 
Pe
rc
ei
ve
d 
Em
ot
io
na
l-H
ed
on
ic
 
Enjoyable 0 
10.78% 
2 
27.45% 
5 
52.94% 
Different 0 0 8 
Familiar 0 3 2 
Trust 0 0 2 
Satisfied 0 1 6 
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Suited 3 1 5 
Pleasant 0 2 6 
Grateful 0 0 9 
Fascinated 1 1 3 
Excited 1 1 1 
Lust 1 0 1 
Calming 0 1 1 
Aroused 0 5 3 
Amazed 1 1 1 
Happy 0 0 1 
Admires 4 8 0 
Relaxation 0 2 0 
Pe
rc
ei
ve
d 
Ph
ys
ic
al
- 
H
ed
on
ic
 
Comfortable 4 3.92% 30 29.41% 18 17.65% 
Pe
rc
ei
ve
d 
U
til
iz
at
io
n 
Efficient 0 
28.43% 
6 
29.41% 
1 
17.65% 
Spacey 9 6 7 
Convenient 0 10 4 
Responsive 0 1 1 
Tough 12 2 2 
Secure 0 1 1 
Stable 0 0 1 
Fast 2 0 1 
Anticipation 2 1 0 
Strong 3 3 0 
Solid 1 0 0 
                
  Total 102 100% 102 100% 102 100% 
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Impression	stage Immersion	stage Attachment	stage
Rate	% Rate	% Rate	%
pride 2.94% 5.88% 5.00%
prestige 0.00% 2.94% 4.00%
exclusive 1.96% 0.00% 0.00%
confidence 3.92% 1.96% 0.00%
pretentious 3.92% 3.92% 1.00%
elegance 1.96% 0.00% 0.00%
cool 4.90% 0.00% 0.00%
compact 0.98% 0.00% 0.00%
tough 5.88% 0.98% 0.00%
unique 1.96% 0.00% 2.00%
cute 2.94% 0.00% 1.00%
solid 0.98% 0.98% 0.00%
luxury 0.98% 0.00% 0.00%
strong 0.98% 0.98% 0.00%
ordinary 0.00% 4.90% 1.00%
expensive 0.98% 0.00% 0.00%
simple 5.88% 0.98% 0.00%
advance 1.96% 0.00% 0.00%
adorable 0.98% 0.00% 0.00%
different 0.98% 0.98% 1.00%
inexpensive 1.96% 0.00% 2.00%
familiar 0.98% 3.92% 2.00%
satisfied 0.00% 4.90% 18.00%
sentimental 0.00% 0.98% 6.00%
fascinated 0.00% 3.92% 1.00%
grateful 0.00% 0.98% 11.00%
surprised 0.00% 1.96% 0.00%
sufficient 0.00% 0.98% 1.00%
admiration 9.80% 2.94% 0.00%
impressed 0.00% 3.92% 0.00%
seduction 0.00% 2.94% 2.00%
enjoy 0.00% 3.92% 3.00%
amazed 2.94% 1.96% 0.00%
lustfullness 10.78% 0.00% 1.00%
surprized 0.98% 0.00% 1.00%
curiousity 0.98% 0.00% 0.00%
arousal 0.00% 0.98% 0.00%
excited 3.92% 3.92% 0.00%
pleased 0.00% 0.98% 1.00%
trust 0.00% 0.00% 4.00%
suited 2.94% 2.94% 5.00%
amuse 0.00% 0.00% 1.00%
happy 1.96% 0.00% 2.00%
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comfortable 0.98% 0.98% 4.90% 4.90% 7.00% 7.00%
effortlessn 2.94% 6.86% 6.00%
responsive 1.96% 4.90% 0.00%
convenient 3.92% 11.76% 3.00%
anticipation 6.86% 3.92% 0.00%
reliable 0.00% 0.00% 7.00%
efficient 0.98% 0.98% 1.00%
100.00% 100.00% 100.00% 100.00% 100.00% 100.00%
Perc
14.71%
13.73%
RatePerceived	
Groups
Experience	
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Rate Perc
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34.31% 38.24%
28.43%
total
16.67%
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10.00%
17.00%
9.00%
57.00%
Table 5. Experience Responses on Three Stages of Interaction on a Camera 
Usage. 
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Value Rate	% Value Rate	% Value Rate	%
pride 0 0.00% 0 0.00% 1 5.00%
elegance 1 5.00% 0 0.00% 0 0.00%
cool 1 5.00% 0 0.00% 0 0.00%
tough 2 10.00% 1 5.00% 0 0.00%
luxury 1 5.00% 0 0.00% 0 0.00%
simple 2 10.00% 0 0.00% 0 0.00%
advance 1 5.00% 0 0.00% 0 0.00%
different 0 0.00% 1 5.00% 0 0.00%
inexpensive 1 5.00% 0 0.00% 0 0.00%
familiar 2 10.00% 1 5.00% 0 0.00%
satisfaction 0 0.00% 1 5.00% 2 10.00%
grateful 0 0.00% 0 0.00% 3 15.00%
surprised 0 0.00% 2 10.00% 0 0.00%
sufficient 0 0.00% 1 5.00% 0 0.00%
curiousity 1 5.00% 0 0.00% 0 0.00%
trust 1 5.00% 0 0.00% 2 10.00%
suited 0 0.00% 2 10.00% 0 0.00%
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comfortable 0 0.00% 0.00% 1 5.00% 5.00% 4 20.00% 20.00%
spacious 3 15.00% 1 5.00% 0 0.00%
convenient 4 20.00% 6 30.00% 4 20.00%
reliable 0 0.00% 3 15.00% 2 10.00%
efficient 0 0.00% 0 0.00% 2 10.00%
20 100.00% 65.00% 20 100.00% 50.00% 20 100.00% 60.00%total
Attachment	stageImmersion	stageImpression	stage
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Table 6. Experience Responses on Three Stages of Interaction on a 
Refrigerator Usage. 
Table 7. Experience Responses on Three Stages of Interaction on a Television 
Usage. 
Value Rate	% Value Rate	% Value Rate	%
pride
1 5.00% 0 0.00% 1 5.00%
elegance
3 15.00% 0 0.00% 0 0.00%
cool 1 5.00% 0 0.00% 0 0.00%
tough 1 5.00% 0 0.00% 0 0.00%
spacious 2 10.00% 0 0.00% 0 0.00%
expensive 1 5.00% 0 0.00% 0 0.00%
simple 2 10.00% 0 0.00% 0 0.00%
advance 1 5.00% 0 0.00% 0 0.00%
inexpensive 1 5.00% 0 0.00% 0 0.00%
familiar 1 5.00% 1 5.00% 0 0.00%
satisfaction 0 0.00% 1 5.00% 1 5.00%
fascinated 1 5.00% 0 0.00% 0 0.00%
grateful 0 0.00% 0 0.00% 2 10.00%
surprised 0 0.00% 1 5.00% 0 0.00%
sufficient 0 0.00% 1 5.00% 0 0.00%
admiration 1 5.00% 0 0.00% 0 0.00%
enjoy 0 0.00% 2 10.00% 1 5.00%
trust 3 15.00% 0 0.00% 1 5.00%
suited 0 0.00% 3 15.00% 0 0.00%
happy 0 0.00% 0 0.00% 1 5.00%
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comfortable
0
0.00% 0.00%
2
10.00% 10.00%
3
15.00% 15.00%
effortlessness 0 0.00% 1 5.00% 0 0.00%
convenient 1 5.00% 5 25.00% 3 15.00%
useful 0 0.00% 0 0.00% 3 15.00%
reliable 0 0.00% 3 15.00% 2 10.00%
efficient 0 0.00% 0 0.00% 2 10.00%
20 100.00% 100.00% 20 100.00% 100.00% 20 100.00% 100.00%total
Immersion	stage Attachment	stageImpression	stage
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Impression Immersion Attachment Impression Immersion Attachment
Impression Immersion Attachment Impression Immersion Attachment
Television
Camera
Refrigerator
Car
Aesthetic aspects is important to create good impression for the 
first time whether  
 
The results showed that there are differences between four products across two 
product categories; personal and non-personal product (Figure 19). 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Impression Immersion Attachment Impression Immersion Attachment
Impression Immersion Attachment Impression Immersion Attachment
Television
Camera
Refrigerator
Car
Figure 19. Results of the Experience Response Between Personal Product 
(above) and Non-Personal Product (below) in Sequential Interaction. 
Figure 20. Results of Perceived Aesthetic of Personal and Non-Personal 
Products. 
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 The results showed that the value of perceived aesthetic of a product will 
tend to become less important when the age of the product has gone through the 
attachment stage. Both personal products and non-personal products show the 
similar pattern which indicates that most of user of personal product or non-
personal product are more focused on how the product looks rather than its 
functions when they see the product for the first time or decided to buy. In here 
we assumed that aesthetic is very important to build the impression on the first 
encounter of all products in this case study (Figure 20). 
 On the results of perceived emotional hedonic, we can see the values of 
perceived emotional hedonic are lower in the first stage and become increase in 
attachment stage. Charts of the personal products showed perceived emotional 
hedonic reached the highest peak on both car and camera product.  
Three of four products showed that the attachment stage has the highest 
rate on perceived emotional hedonic. on the television product, we can see that the 
rate is lower than on immersion stage, this may due to the TV considered as a 
product with less physical contact and more focused on the contents inside the 
television.  
In other words, product that have physically contact and interact with 
users tends to raises a high value on perceived emotional hedonic. the more user 
Impression Immersion Attachment Impression Immersion Attachment
Impression Immersion Attachment Impression Immersion Attachment
Television
Camera
Refrigerator
Car
All products shares the similar pattern of emotional 
hedonic and tend to raised on the attachment stage.
Figure 21. Results of Perceived Emotional Hedonic of Personal and Non-
Personal Products. 
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uses the product and physically interact with it, may create certain emotional 
feeling between user and the products (Figure 21). 
Perceived symbolic on both personal and non-personal showed almost flat, 
however we can see that on the personal products, perceived symbolic on the 
impression stage have a higher value and gradually decreased on impression and 
the lower rate on the attachment stage, while the non-personal product has lower 
rate on immersion stage and slightly increased on the attachment stage. 
User experience of either personal product or non-personal product does 
not showed significant numbers (Figure 22). 
 
We know that all the products in this study have specific functions and 
features to fulfill its user. Results from the value of Perceived utilization showed 
that most of the respondents have a tendency to utilized the product since the first 
time on the impression stage and gradually raised on the immersion stage when all 
the features of the product are explored on both personal and non-personal 
products (Figure 23). 
However, television has the lowest value on the impression stage. we 
assumed that the TV is perceived as a product that has a higher value on the 
aesthetic side, on the store, people cannot imagine how the TV will look in their 
Impression Immersion Attachment Impression Immersion Attachment
Impression Immersion Attachment Impression Immersion Attachment
Refrigerator Television
CameraCar
Only small portion of respondent on both products categories 
have a symbolic motives of owning the product.
Figure 22. Results of Perceived Symbolic of Personal and Non-Personal 
Products. 
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house or what benefit will user get from its features, therefore perceived 
utilization of the TV on the impression stage is low. 
In this case, designer and company can strengthen the utilization aspect on 
the first impression. 
 
 
 
 
 
Since this factor are closely to the level of comfort from physical attributes 
of the product, perceived physical hedonic have a highest peak on attachment 
stage on both personal and non-personal products, except car. This is due to the 
fact that the car has a different characteristics compared to the other product in 
this study.  
While camera, refrigerator and television are not easy to notice whether 
the product is the newest model or older model, car are exceptionally easy to 
notice whether the product is older model or not. Another indication is that the car 
has a longer lifespan compared to other product in this case study (Figure 24). 
 
 
Television
Camera
Impression Immersion Attachment Impression Immersion Attachment
Impression Immersion Attachment Impression Immersion Attachment
Refrigerator
Car
Television has lowest value of utilization aspect on the 
impression stage Figure 23. Results of Perceived Utilization of Personal and Non-Personal 
Products 
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In personal products, impression stage shows that the value of perceived 
aesthetic on all products are at the highest peak, except on the camera product.  
we also can see that the perceived emotional hedonic increased by the highest 
rate, exceeded the highest peaks of the perceived aesthetic, in contrast to the non-
personal product, even though the values are equally significant with the value of 
perceived emotional hedonic, its highest rate does not exceed the highest peak 
with perceived aesthetic. 
A personal product are exceptionally have a higher tendency to raise an 
emotional feeling with its user if the product has a good impression on its 
aesthetic attributes in the first place (Figure 25). 
 
 
 
 
 
 
 
 
 
 
 
Impression Immersion Attachment Impression Immersion Attachment
Impression Immersion AttachmentImpression Immersion Attachment
Television
Camera
Refrigerator
Car
Car has a high value of physical hedonic on the 
immersion stage, due to its nature of the car. Figure 24. Results of Perceived Phy ical H donic of Person l and Non-
Personal Products 
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The perceived aesthetic of both personal and non-personal product is 
become the determinant of the enhancement of the utilization value of the 
products, the higher aesthetic aspect of the product on the impression stage, the 
higher utilization aspect of the product will be. 
All products in this case study showed that the value of perceived aesthetic 
on impression stage are highest compared on the immersion and attachment stage 
Impression Immersion Attachment Impression Immersion Attachment
Impression Immersion Attachment Impression Immersion Attachment
Refrigerator Television
CameraCar
Aesthetic is one of the determinant factor to develop 
emotional attachment on the attachment stage. 
Figure 25. Comparison Between Perceived Aesthetic and Perceived Emotional 
Hedonic of Personal and Non-Personal Products. 
Impression Immersion Attachment Impression Immersion Attachment
Impression Immersion Attachment Impression Immersion Attachment
Refrigerator Television
CameraCar
Figure 26. Comparison Between Perceived Aesthetic and Perceived 
Utilization of Personal and Non-Personal Products. 
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5.2 Conclusions of Chapter 4   
 
In this chapter, we have done answering the final research question; what 
instrumental, emotional and affective tendencies that determine User Experience 
in sequential product interaction by quantitative approach in two products as case 
study.   
Results that derived from this study supports the author’s hypothesis that 
experience attributes that embodied on both pragmatic and hedonic aspects of a 
product are changes or shifting in accordance within stages of interaction. All 
experience attributes that contributes to impression stage, immersion stage and 
attachment stage are summarized into 49 experience response keywords for car 
usage and 50 experience response keywords for camera usage. Those keywords 
are classified into five groups that represent different type of perceived that 
respondents had experienced on three different stages of interaction. 
As a result, both cases confirmed that three stages of User Experience in 
product interaction are evoked user’s internal state that sourced from multiples 
experience attributes; symbolic, aesthetic, emotional hedonic, physical hedonic 
and utilization and shifted overtimes.  
When considering the transition of experience attributes over three stages 
of interaction on a car as summarized in Figure 16 and Figure 18, it can be 
assumed that the most frequent experience responses on the impression stage is 
aesthetic, which consist of users’ experiences with visual attributes of the car such 
as colors, shapes and materials of the product. However, the aesthetic attributes 
are not a major factor when users only require a core tasks of the car such as 
driving and using features of their car during usage.  
All product between personal and non-personal tend to share the same 
pattern especially on the aesthetic aspect, symbolic aspect and emotional hedonic. 
Aesthetic aspect is become the determinant that the product will have a chance to 
utilized on the immersion stage. Utilization aspect become the determinant raised 
an emotional attachment to the user on the attachment stage.    
Television has a lowest rate of utilization aspect on the impression stage 
due to the characteristic of the TV and usage pattern. in this part, designer has a 
high chance to increase the utilization aspect of the product on the first impression 
stage. Car has a tendency to have a higher physical-hedonic aspect on the 
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immersion stage and decreased on the attachment due to the features of the car 
that easily obsolete and noticeable by most of the user. 
There are significant relationships between product attachment and the 
length of immersive interaction. Since product attachment is likely to develop as a 
result from cumulative of an immersive and habitually pleasant interaction 
between users and their product on immersion stage [18, 19].  
In a case of Personal product, aesthetic is the main driving force on how 
user judge the overall product on the first encounter which is in the impression 
stage. Utilization is the most important factor on this stage for user to elicit certain 
emotional feeling though physical interaction. Emotional Hedonic is a results 
from cumulative of the Utilization though physical interaction (Figure 27). 
In addition, in a case of non-personal product, both stages between 
impression stage and immersion stage shows the same determinant factor; 
aesthetic tends to be the key to successful impression for the first encounter, and 
become gradually converted into utilization that are matters to the user on the 
immersion stage. Attachment stage is most likely are dominated with similar 
factor with immersion stage, which is utilization aspect of a product. This is due 
to the usage pattern of both refrigerator and television that are used by multiple 
user and the reason for user to retain the product is due to the product still serves 
its purpose and will replaced with new models soon after the products were 
obsolete or broken (Figure 28). 
 
Figure 27. Summary of Experience Determinant Factors on Sequential 
Interaction of Personal Product. 
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This study describes the relationship between users and their products 
towards different sequence of interaction on User Experience standpoint.  
 
 
However, to understand further about what is the dominant factor that 
affecting User Experience, it is insufficient to focus only on one type of a product. 
A multiple samples of product are necessary in order to understand the general 
what is the dominant factor in every stage interaction between user and product. 
In real life, the effect User Experience of a product is not just limited to a 
product’s tangible attributes such as shape, form, color, performance, durability, 
usability that could evoke both emotional and physical responses from the users. 
Brand as one of the intangible attributes of the product is one of the aspects in the 
product that could be included in future research to explore in which level brand 
can affect the User Experience. 
Despite of the limitation of this study, it seems clear from the outcomes of 
the study that the issue of User Experience of a product shows that dominant 
factor of User Experience on each interaction play significant role in creating 
different condition on product usage. This research is considered as a basis for 
further research to produce a method for designers to able to create product 
differentiation by User Experience. 
 
 
Figure 28. Summary of Experience Determinant Factors on Sequential 
Interaction of Non-Personal Product. 
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Chapter 6. Conclusions and Future Research  
 
 
 
 
 
 
 
 
 
 
6.1 Discussion and conclusion  
This chapter summarizes the main findings and contributions of the study. 
The study’s contributions are divided into theoretical and practical implications.  
As the scope of design broadens over time, the term and definition of User 
Experience also become fuzzier. Exploring User Experience and understand this 
emphasize in the context of product design may help designers understand the 
benefit of User Experience and use it as a tool for creating competitive products in 
global competition environment. 
Before starting this research, we hypothesized that User Experience in 
product design context may different to User Experience in HCI point of view. By 
investigating the construction of User Experience from different point of view, we 
found that factors influencing User Experience in product design are generally 
similar to the original concept; user, product and context of use. The different is 
on the interaction part. Interaction with physical product cannot be separated only 
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with only particular usage part, but to see the holistic from the pre-ownership 
phase to mature ownership phase.  
The concept of User Experience was not yet utilized effectively in product 
design area. Although User Experience was considered as a competitive 
advantage by many researchers from business, psychology, management and 
design, still they were not able to transfer the benefits into design practice. More 
specific methods for examine the User Experience into different stages of 
interaction are needed.  
Despite of the limitation of this study, it seems clear from the outcomes of 
the study that the issue of User Experience of a product shows that dominant 
factor of User Experience on each interaction play significant role in creating 
different condition on product usage. This research is considered as a basis for 
further research to produce a method for designers to able to create product 
differentiation by User Experience. 
 
 
6.2 Limitation of the Study 
All research designs can be discussed in terms of their relative strengths 
and limitations. The design of this research was based on the topic under 
investigation and the methods for conducting the study were selected by their 
appropriateness to answer the specified research questions. This chapter 
introduces the study’s limitations to the reader. However, limitations should not 
be seen as mere deficiencies but also as enablers for further studies to build on the 
research topic.  
The first limitation is based on the selected research strategy. As it is often 
argued that case study research lacks the possibility to generalize the findings, this 
is of concern also in this study. The issues in generalizing the findings were 
already discussed in the chapter 5. For instances there are still limited number of 
case studies and specific demography which represents particular group. 
There are also limitations related to the methods used in the study. 
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Qualitative studies are argued to be limited by the sensitivity and integrity of the 
investigator. Since the researcher is the primary instrument of data collection and 
analysis, they are responsible for reporting the results in an accurate and objective 
manner.  
Limitations can be also noted based on the context of the research. One of 
the most obvious limitations is that the study is mainly conducted with Indonesian 
car and camera owner. It would have been interesting to include more 
international customer companies to compare the results. However, due to time 
and financial restrictions, in addition to potential language barriers, this was not 
considered as an acceptable alternative.  
In order to avoid this limitation, more longitudinal studies should be 
conducted considering wider range of respondents, products and relationship with 
brand loyalty in order to identify potential changes in the evaluation of these 
topics.  
 
6.3 Future research 
Based on the results and findings from this study, there are still several 
issues that still need to be explored in order to gain a comprehensive 
understanding of the phenomenon from the User Experience sequential product-
interaction perspective. Based on the findings and the limitations of the study, 
some suggestions for further research can be brought forward. For instance, one of 
the most interesting topics could be exploring how User Experience could be 
particularly utilized for specific NPD. 
This study resulted in the evaluation of a newly proposed User Experience 
from three different stages in product design that has opened up new directions 
and for design researchers to explore, and rises many new questions worth 
answering.  
First, we limit our study of User Experience in product design context. In 
recent years, many companies have begun to create product with almost identical 
in term of technical specs, form and pricing. As a results, many companies 
attempt on how to create differentiation to their products that difficult to copy or 
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followed by competitors. Therefore, this study aims to address this matter and 
allows researchers to explore design in the context of User Experience in 
sequential interaction, which may lead to different findings than those detailed in 
our research.  
Second, we studied the characteristic of User Experience in product design 
context from prior existing researches which limited the depth of our research. 
Therefore, real product as a case studies may be helpful in providing more 
practical evidence for verifying our findings in the future.  
Third, we proposed a new framework model to describe how user 
perceived User Experience in sequential interaction which involves pre-
acquisition phase of product ownership to mature ownership of the product. It is 
important to note that implementing this model into practical design process may 
require more specific case study with particular product creation which considered 
as remain unclear, and require future research.  
Fourth, in the case study experiment, we compared the differences 
between the results from experience responses of car users and camera users on 
three different stages of interaction. We found that users have impression 
tendencies to aesthetic aspect of the product and some users are also anticipating 
the product usage by imagining how the desired product will be suited and 
pleased them. On the attachment stage of interaction, we also found that the 
evocation of emotional hedonic along with utilization of the product was likely 
leads users to loyal attitude and attach to the product. However, we did not 
observe their process of performing certain tasks, and therefore there may be other 
factors besides enjoyment which affect the innovativeness of an idea. These are 
important and worth further research.  
Overall, we expect our research will intrigue design scholars and entice 
them to further investigate on this interesting and emerging topic of User 
Experience in product design context, which seems to be increasingly important.  
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APPENDIX 
EXPERIENCE RESPONSES ON THREE DIFFERENT STAGES  
PRODUCT: CAMERA 
respondent gender age type	Impression	experience keyword
1 2 20 the design is cool, I directly wanted to buy at first sight cool
2 2 22 this camera looks compact and small enough to carry everyday compact
3 1 50 I think this is the tougher camera I've ever seen tough
4 1 19 overall design looks strong strong
5 1 25 it looks unique of classic design from this camera brand unique
6 2 26 it's a cute camera cute
7 2 30 I like how the camera's shape gives the perception of heftyness solid
8 1 33 overall design looks tough it's not even suitable for ladies tough
9 1 19 only a few camera that has retro look like this one exclusive
10 1 21 looks advance and high tech advance
11 1 20 my friend use same brand, but this camera is the newest model pride
12 1 19 I wanted this camera for a long time lustfullness
13 1 18 famous brand and looks expensive, so it must be a good camera expensive
14 2 17 I amazed by the results of this camera so I want to own it lustfullness
15 2 20 it looks advance and hi tech advance
16 2 18 I want to have camera that can reliable enough for my school project anticipation
17 2 19 elegance design, same like my other devices elegance
18 1 18 I don't want to bring many devices when I travel (camera phone) efficient
19 1 18 luxurious design and it has a class luxury
20 2 17 can do selfie better than my phone convenient
21 2 20 complexity indicates profesionalism pretentious
22 2 19 I feel that I want to use this camera for my hobby suited
23 2 19 love the brand of the camera admiration
24 1 21 this particular type of camera has many option for the lenses and accessories admiration
25 2 52 the camera seems easy to use because it has less complicated button effortlessness
26 2 19 classic design, feel like use old camera unique
27 1 58 ergonomic and looks comfortable to hold and use comfortable
28 1 20 I amazed with the details of this camera amazed
29 1 20 taking picture with this camera would be a lot better than I use my prior camera anticipation
30 2 30 I own film camera that has similar appearance with this digital camera suited
31 1 19 the killer features made me want to own it lustfullness
32 2 21 I quite surprized with the lens and build quality surprized
33 2 19 it looks easy to use effortlessness
34 1 21 I'm curious how this camera will perform curiousity
35 1 20 I wanted the same camera with my brother's lustfullness
36 2 19 this camera is my favourite admiration
37 2 20 this camera design really looks manly and tough tough
38 2 19 I like the cute design of this camera admiration
39 2 21 fast and quick response for street photography responsive
40 1 22 I want those color option for the camera lustfullness
41 1 17 this camera is so cool that my brother always use cool
42 1 21 the collection of photo filters from this camera are cool cool
43 1 18 I want to use it for my holiday trip lustfullness
44 2 19 I want this camera because it has complete features and built for professional lustfullness
45 1 19 DSLR camera is always has tough feeling with their look and feel tough
46 2 19 many kind of cute accessories that I can paired with this camera cute
47 2 19 this good performance camera will help a lot for my project anticipation
48 1 53 I'm amazed how this mirrorless camera is smaller than my old DSLR but more features amazed
49 2 28 it looks like pro camera, maybe I will be like a pro if I own one pretentious
50 1 19 I admire this camera because it still produce by hand made admiration
51 2 19 I like something simple with small size simple
52 2 19 Simple, easy to carry around simple
Profile IMPRESSION	STAGE
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52 2 19 Simple, easy to carry around simple
53 1 18 it looks convinient and light to carry around convenient
54 1 19 if I own it, I would bring it to school everyday pride
55 1 20 this camera looks cheap, had basic features but it's all I can afford at this moment inexpensive
56 2 19 instant camera always has cutest apperance than most digital camera cute
57 2 19 I like the simple form factor simple
58 1 18 I heard that this camera can last for a very long time anticipation
59 2 17 the design is adorable, color and shape adorable
60 2 17 it use the same charger with my phone convenient
61 1 20 I feel happy because it was brithday gift from parents happy
62 1 25 I'm excited that this camera could use my old lenses from my film camera excited
63 2 19 need to update with recent technology on mirrorless camera lustfullness
64 2 18 this was gift from my brother happy
65 2 19 I want my friends know that I can take picture better with this camera confidence
66 1 19 it's a simple and easy camera simple
67 2 19 I want to have the same good results with my friends from this particular camera lustfullness
68 2 19 since the first time was annoucned, I wanted this camera lustfullness
69 1 19 this camera's shutter has the quietest sound of all cameras I have tried admiration
70 2 19 I can't wait to have selfie with my friends using this camera excited
71 1 20 I like the shutter sound ad its shape from this camera admiration
72 1 20 if I own it, probably I can be university journalist pretentious
73 1 19 this camera will improve my photography skills anticipation
74 2 18 this model easy to fix everytime it has problem anticipation
75 2 19 I like the retro theme of this camera admiration
76 1 25 not every camera has a rangefinder style like this one exclusive
77 1 19 the apperance and features makes me want to own it lustfullness
78 1 23 this particular camera is simple and basic simple
79 1 23 this camera brand is getting famous admiration
80 1 25 use from this optical viewfinder is more responsive for my photography style responsive
81 1 25 with this wireless connection, this camera could transfer the results easier than most camera convenient
82 1 32 complex and specialized for professional only pretentious
83 1 30 this model can do shooting in the middle of rain and extreme weather tough
84 1 20 it looks just easier than my pevious camera effortlessness
85 1 24 I waited for so long to finally own this camera excited
86 1 24 I'm so excited to finally buy this camera excited
87 1 26 maybe I need this camera for supporting my work anticipation
88 1 26 I used to own similar camera system with this one, so I can use it with no problem confidence
89 1 28 elegance design, I like it elegance
90 1 29 fit in with my bag and pocket suited
91 1 22 this camera was made from magnesium alloy tough
92 1 34 this camera just looks different from most of my friends camera different
93 1 29 it looks like my previous camera familiar
94 1 41 cool design and material cool
95 1 34 It's affordable even though this camera looks boring inexpensive
96 1 33 this camera has a full pack of features amazed
97 2 25 I	want	to	have	a	simple	camera simple
98 2 23 I	like	the	way	this	camera	was	designed	and	its	sized admiration
99 2 20 the	combination	of	color	and	shape	of	the	camera	looks	cool cool
100 2 25 it	is	camera	that	most	of	people	use,	so	I	wont	be	in	trouble	if	I	have	some	issue	with	it confidence
101 2 22 I	can	imagine	how	cool	if	I	bring	this	camera	for	I	travel pride
102 2 24 this	particular	type	of	camera	always	have	high	resale	value confidence
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cool 1 2 20 I like the way this camera works enjoy
compact 2 2 22 I'm	satisfied	with	this	small	but	reliable	everytime	I	need satisfaction
tough 3 1 50 I never worry to take a pictures while all my friends are surroundings confidence
strong 4 1 19 I feel confident everytime I shoot with this camera confidence
unique 5 1 25 this	camera	always	attract	everyone	to	ask	me	about	the	camera pride
cute 6 2 26 I	feel	enjoy	to	use	this	little	cute	camera enjoy
solid 7 2 30 very	comfort	to	use comfortable
tough 8 1 33 I	feel	my	passion	in	photography	getting	stronger arousal
exclusive 9 1 19 finally	I	can	adapting	all	my	old	lenses	collection	and	I	can't	wait	to	try	it	all excited
advance 10 1 21 this	camera	feel	the	same	with	my	prior	camera familiar
pride 11 1 20 I	feel	superior	amongs	my	friends	everytime	I	use	this	camera pride
lustfullness 12 1 19 I'm	satisfied	with	the	results	of	this	camera satisfaction
expensive 13 1 18 it	feels	low	profile,	has	a	basic	function	and	appearance ordinary
lustfullness 14 2 17 really	pleased	with	the	results	from	this	camera pleased
advance 15 2 20 this	camera	has	a	lot	better	result,	I	won't	use	my	phone's	camera	anymore	for	serious	photo amazed
anticipation 16 2 18 my	friends	always	relies	to	this	camera	everytime	we	have	a	school	project pride
elegance 17 2 19 this	camera	has	many	customization	option	that	will	match	with	my	style suited
efficient 18 1 18 just	as	easy	as	I	wanted effortlessness
luxury 19 1 18 I	got	respected	from	another	photographer	due	to	my	camera prestige
convenient 20 2 17 the	LCD	screen	can	be	180	degree	tiltable	,	make	it	easier	to	take	a	self	portrait convenient
pretentious 21 2 20 I	wanted	to	be	seen	as	a	professional	with	this	camera pretentious
suited 22 2 19 excited	to	use	and	many	features	I	want	to	try excited
admiration 23 2 19 has	a	biggest	resolution	on	its	class	and	largest	scale	of	lens	option impressed
admiration 24 1 21 I	can	take	pictures	with	some	rare	lenses anticipation
effortlessness 25 2 52 this	camera	really	easy	to	learn effortlessness
unique 26 2 19 this	camera	is	really	has	a	serious	features surprised
comfortable 27 1 58 nice	to	hold	and	pefect	size	for	me comfortable
amazed 28 1 20 this	camera	force	me	to	shoot	pictures	everyday seduction
anticipation 29 1 20 it	feels	a	lot	similar	with	my	prior	camera familiar
suited 30 2 30 the	experience	with	this	camera	really	similar	to	my	old	film	camera familiar
lustfullness 31 1 19 I	can	show	to	my	friends	about	this	killer	features prestige
surprized 32 2 21 it	really	different	feeling	with	this	camera	when	I	used	it different
effortlessness 33 2 19 less	complex	and	easy	operational	is	a	nice	combo effortlessness
curiousity 34 1 21 the	battery	of	this	camera	is	impressive impressed
lustfullness 35 1 20 this	camera	has	a	solid	feeling	and	sense	of	power tough
admiration 36 2 19 great	lens	and	compact admiration
tough 37 2 20 really	fit	with	my	adventrous	lifestyle suited
admiration 38 2 19 makes	me	to	bring	this	cute	camera	everyday seduction
responsive 39 2 21 this	camera	is	really	fun	to	use	for	street	photography enjoy
lustfullness 40 1 22 this	camera	is	basically	feel	similar	with	others ordinary
cool 41 1 17 this	camera	can	shoot	pictures	with	OK	result ordinary
cool 42 1 21 the	collection	of	filters	helps	me	to	reduce	time	for	uploading	it	ot	social	media convenient
lustfullness 43 1 18 easy	to	carry	and	less	spacious simple
lustfullness 44 2 19 I	feel	like	a	professoinal	photographer	with	this	camera pretentious
tough 45 1 19 can	hold	from	a	couple	drops	and	still	function impressed
cute 46 2 19 This	camera	is	like	fashion	accessories	for	my	daily	activities suited
anticipation 47 2 19 this	camera	is	full	of	features	that	I	need anticipation
amazed 48 1 53 great	small	camera	and	powerfull	than	DSLR impressed
pretentious 49 2 28 I	feel	like	a	professoinal	photographer pretentious
admiration 50 1 19 this	detail	of	the	camera	really	show	the	power	of	craftmanship fascinated
simple 51 2 19 the	battery	can	hold	for	more	that	I	expected efficient
simple 52 2 19 the	viewfinder	really	shows	bright,	clear	and	all	information	when	I	use	it convenient
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simple 52 2 19 the	viewfinder	really	shows	bright,	clear	and	all	information	when	I	use	it convenient
convenient 53 1 18 this	camera	can	easily	configure	while	shooting	on	the	street effortlessness
pride 54 1 19 it's	very	light	so	I	can	put	in	my	bag	and	still	easy	for	my	shoulder comfortable
inexpensive 55 1 20 even	its	basic,	but	this	camera	is	easy	to	use effortlessness
cute 56 2 19 the	function	is	very	basic ordinary
simple 57 2 19 the	button	layout	is	really	customizable convenient
anticipation 58 1 18 this	camera	is	hefty	and	solid solid
adorable 59 2 17 the	material	really	feels	nice	in	hand	when	I	hold	it comfortable
convenient 60 2 17 this	camera	can	charge	with	my	power	bank convenient
happy 61 1 20 I	can	take	pictures	with	better	quality	than	my	phone satisfaction
excited 62 1 25 I	can	use	my	old	lenses	on	this	camera	without	any	adapter convenient
lustfullness 63 2 19 the	frame	rate	of	this	camera	shutter	really	blaszing	fast responsive
happy 64 2 18 this	camera	is	really	fun enjoy
confidence 65 2 19 I'm	proud	that	I	can	achieve	a	lot	better	picture	with	this	camera pride
simple 66 1 19 low	light	performance	really	helpful	especially	for	video	shooting convenient
lustfullness 67 2 19 I	can	shoot	with	this	camera	from	any	situation anticipation
lustfullness 68 2 19 so	excited	to	use	this	camera	when	I	travel excited
admiration 69 1 19 because	it	very	silent	and	fast,	I	can	take	picture	spontaniously	and	discreet responsive
excited 70 2 19 fascinated	with	remote	features	that	can	operate	with	my	phone fascinated
admiration 71 1 20 really	convenient	to	shoot	on	the	street convenient
pretentious 72 1 20 this	camera	realy	have	a	fast	AF	even	in	low	light responsive
anticipation 73 1 19 excited,	so	many	features	that	I	can	explore excited
anticipation 74 2 18 really	easy	to	operate effortlessness
admiration 75 2 19 I	feel	like	using	a	film	camera pretentious
exclusive 76 1 25 feeling	nostalgic	with	this	camera sentimental
lustfullness 77 1 19 I	can	show	my	friends	that	I	own	this	great	camera prestige
simple 78 1 23 its	really	helpful	camera	and	fast	response responsive
admiration 79 1 23 the	color	reproduction	from	this	camera	is	the	best admiration
responsive 80 1 25 the	features	can	really	help	me	to	take	extraordinary	pictures fascinated
convenient 81 1 25 easy	to	transfer	to	my	phone convenient
pretentious 82 1 32 this	camera	force	me	to	shot	more	and	more seduction
tough 83 1 30 I	amazed	how	it	can	perform	in	the	middle	of	heavy	rain amazed
effortlessness 84 1 20 this	one	is	easier	so	I	can	focus	on	the	subject	not	on	the	camera convenient
excited 85 1 24 just	like	I	expected	before	about	this	camera,	feel	nice satisfaction
excited 86 1 24 automatic	mode	and	scene	mode	have	a	various	option convenient
anticipation 87 1 26 I	can	use	an	additional	lens	for	this	camera anticipation
confidence 88 1 26 the	operational	seems	pretty	easy effortlessness
elegance 89 1 28 the	features	are	just	feel	normal	and	basic ordinary
suited 90 1 29 easy	to	carry	everywhere	just	like	I	wanted	for	the	first	time convenient
tough 91 1 22 this	camera	really	can	work	very	hard strong
different 92 1 34 I	feel	special	everytime	I	take	picture	with	this	camera pride
familiar 93 1 29 the	operational	from	this	camera	really	similar	with	my	prior	camera familiar
cool 94 1 41 this	camera	has	quick	response	for	taking	pictures responsive
inexpensive 95 1 34 basic	camera,	but	surprisingly	can	fulfill	almost	my	need	for	photography surprised
amazed 96 1 33 this	camera	really	have	a	great	features	that	I	need fascinated
simple 97 2 25 good	enough	for	basic	photography sufficient
admiration 98 2 23 feel	comfy,	no	complaint	at	all comfortable
cool 99 2 20 this	camera	still	makes	me	admire	the	deisgn		every	time	I	use	it admiration
confidence 100 2 25 glad	to	have	this	camera,	easy	to	use grateful
pride 101 2 22 this	always	catch	up	someone's	eyes	to	stare	and	ask	about	it pride
confidence 102 2 24 this	is	quite	nice	camera	especially	with	the	results satisfaction
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enjoy 1 2 20 this	camera	have	been	helping	me	to	store	every	precious	moments sentimental
satisfaction 2 2 22 I	trust	this	brand	for	a	long	time	due	to	its	service	and	quality trust
confidence 3 1 50 as	long	as	it	can	still	be	usable ordinary
confidence 4 1 19 really	comfort	to	use comfortable
pride 5 1 25 this	camera	still	makes	me	pride	to	own	it pride
enjoy 6 2 26 the	design	somehow	could	always	makes	me	pleased pleased
comfortable 7 2 30 many	pictures	has	been	created	by	this	camera satisfaction
arousal 8 1 33 this	camera	force	me	to	more	productive	with	its	features seduction
excited 9 1 19 this	camera	always	makes	me	smile	whenever	I	use	it amuse
familiar 10 1 21 this	camera	has	been	replacing	my	broken	camera	and	still	working grateful
pride 11 1 20 because	I	own	expensive	camera,	it's	an	achievement prestige
satisfaction 12 1 19 I'm	happy	that	this	camera	still	works	and	fulfill	my	needs happy
ordinary 13 1 18 I	think	this	camera	is	enough	for	me sufficient
pleased 14 2 17 this	camera	combined	with	great	lens	is	a	nice	combo satisfaction
amazed 15 2 20 this	camera	creates	a	new	hobby	for	me grateful
pride 16 2 18 this	camera	really	can	be	reliable reliable
suited 17 2 19 this	camera	can	match	with	most	of	my	fashion suited
effortlessness 18 1 18 long	way	of	saving	money	to	buy	this	thing,	and	satisfy	for	the	quality satisfaction
prestige 19 1 18 this	camera	force	me	to	collect	all	its	series lustfullness
convenient 20 2 17 realy	nice	to	hold	for	photoshoot	or	video comfortable
pretentious 21 2 20 this	camera	made	me	confident	to	use	 confident
excited 22 2 19 I	can't	believe	this	camera	helps	me	to	make	my	pictures	more	beautiful surprized
impressed 23 2 19 product	from	this	brand	never	fails	to	impressed	me satisfaction
anticipation 24 1 21 really	moved	because	finally	I	can	use	some	legacy	old	lenses	from	my	fathers sentimental
effortlessness 25 2 52 the	material	really	nice	to	hold	and	the	lens	design	is	perfect	for	manual	focusing comfortable
surprised 26 2 19 never	been	better	to	shoot	sports	photography	than	this	camera satisfaction
comfortable 27 1 58 this	is	a	full	frame	camera,	great	image	quality,	I	think	this	camera	is	a	winner pride
seduction 28 1 20 this	camera	is	like	part	of	my	life grateful
familiar 29 1 20 glad	that	this	camera	has	the	same	operational familiar
familiar 30 2 30 glad	to	be	the	owner	of	a	unique	camera unique
prestige 31 1 19 I	feel	like	I'm	a	pro	photographer	with	this	camera pretentious
different 32 2 21 I'm	getting	used	to	with	this	camera	system suited
effortlessness 33 2 19 I	like	how	comfort	this	camera	everytime	I	use	it comfortable
impressed 34 1 21 this	camera	really	the	best	companion satisfaction
tough 35 1 20 this	camera	really	last	for	quite	a	long	time durable
admiration 36 2 19 I'm	glad	that	I	bought	the	right	camera	for	my	needs grateful
suited 37 2 20 the	bold	design	match	with	my	style suited
seduction 38 2 19 I	want	to	keep	this	cute	camera	forever sentimental
enjoy 39 2 21 this	camera	is	too	fun	to	use enjoy
ordinary 40 1 22 I'll	keep	this	because	the	design	is	different different
ordinary 41 1 17 this	is	a	legacy	camera	from	my	brother sentimental
convenient 42 1 21 this	camera	always	makes	me	shoot	picture	more	often seduction
simple 43 1 18 I	love	point	and	shoot	camera,	its	cute	and	small cute
pretentious 44 2 19 because	I	own	one	of	the	best	camera	ever	made prestige
impressed 45 1 19 still	functional	and	works	well grateful
suited 46 2 19 it	fits	my	personality	and	can	be	customized	with	many	accessories suited
anticipation 47 2 19 can	get	the	job	done reliable
impressed 48 1 53 never	fail	with	the	function	everytime	I	use satisfaction
pretentious 49 2 28 the	resolution	of	this	camera	can	beat	any	camera prestige
fascinated 50 1 19 this	camera	force	me	to	slow,	and	value	every	shot	I	take grateful
efficient 51 2 19 energy	effiecient,	really	usefull	for	travellers	like	me efficient
convenient 52 2 19 this	camera	allows	me	to	shoot	without	prescription	glasses comfortable
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convenient 52 2 19 this	camera	allows	me	to	shoot	without	prescription	glasses comfortable
effortlessness 53 1 18 this	camera	isnt	like	pro	camera	I've	used,	but	more	enjoyable	to	use enjoy
comfortable 54 1 19 I	can	take	pictures	without	setup	many	dials	and	option effortlessness
effortlessness 55 1 20 I	can	always	rely	to	this	camera	everytime	I	travel reliable
ordinary 56 2 19 the	camera	always	be	in	my	bag	everyday reliable
convenient 57 2 19 can	be	customized	both	aesthetic	and	button	layout	to	fit	my	needs suited
solid 58 1 18 after	all	this	years	this	camera	still	performs	well satisfaction
comfortable 59 2 17 the	design	of	this	camera	is	timeless fascinated
convenient 60 2 17 this	camera	can	reduce	my	effort	to	capture	moment effortlessness
satisfaction 61 1 20 this	is	the	most	precious	gift	from	my	parents grateful
convenient 62 1 25 this	camera	can	sustain	my	film	camera	hobby grateful
responsive 63 2 19 I	didn't	regret	to	bought	this	camera,	it's	a	bliss satisfaction
enjoy 64 2 18 this	camera	has	many	memories	before	my	brother	gave	me sentimental
pride 65 2 19 this	brand	is	the	best	for	camera	technology trust
convenient 66 1 19 still	the	best	camera	for	lowlight	performance satisfaction
anticipation 67 2 19 because	this	camera	is	super	easy	to	use effortlessness
excited 68 2 19 this	is	my	first	camera,	so	I	will	keep	carefully sentimental
responsive 69 1 19 really	helpful	for	my	street	photography	hobby convenient
fascinated 70 2 19 I	want	to	keep	using	it	because	it	realy	easy	to	use effortlessness
convenient 71 1 20 I	feel	like	this	is	the	right	camera	for	me satisfaction
responsive 72 1 20 I'm	glad	that	this	camera	is	same	as	I	expected grateful
excited 73 1 19 many	function	that	can	help	every	photography	cases satisfaction
effortlessness 74 2 18 this	camera	always	get	the	job	done satisfaction
pretentious 75 2 19
this	camera	might	be	old,	but	it	has	very	unique	appearance	that	I	rarely	see	
nowadays
unique
sentimental 76 1 25 this	is	my	best	companios	I've	ever	use reliable
prestige 77 1 19 I'll	carry	this	camera	wherever	I	go	so	people	will	know	that	I'm	a	photographer prestige
responsive 78 1 23 his	camera	is	fun	to	use enjoy
admiration 79 1 23 this	camera	always	get	the	job	done satisfaction
fascinated 80 1 25 the	brand	from	this	camera	really	can	be	trusted trust
convenient 81 1 25 I	can	easily	upload	to	social	media convenient
seduction 82 1 32 afterall	this	pro	features	really	makes	me	more	productive satisfaction
amazed 83 1 30 this	is	my	companion	in	every	situation reliable
convenient 84 1 20 really	easy	to	use	and	low	learning	curve effortlessness
satisfaction 85 1 24 dream	comes	true grateful
convenient 86 1 24 I	can	take	picture	for	my	important	moment grateful
anticipation 87 1 26 I'm	glad	that	this	camera	can	use	lenses	from	my	prior	camera satisfaction
effortlessness 88 1 26 I'm	getting	used	to	with	this	camera	system familiar
ordinary 89 1 28 I	have	no	worries	if	this	camera	is	broken	because	it's	affordable inexpensive
convenient 90 1 29 this	camera	has	a	nice	handling	features comfortable
strong 91 1 22 this	camera	is	never	let	me	down reliable
pride 92 1 34 I	feel	special	everytime	I	take	picture	with	this	camera pride
familiar 93 1 29 but	this	camera	is	really	more	comfortable	than	my	prior	camera comfortable
responsive 94 1 41 I	trust	this	brand	for	a	long	time	due	to	its	service	and	quality trust
surprised 95 1 34 I	have	no	worries	if	this	camera	is	broken	because	it's	super	affordable inexpensive
fascinated 96 1 33 the	features	really	can	improve	my	workflow	during	photoshoot convenient
sufficient 97 2 25 balance	between	price	and	function,	great	camera satisfaction
comfortable 98 2 23 the	interface	and	function	from	this	camera	really	easy	to	use effortlessness
admiration 99 2 20 one	of	the	iconic	camera	of	all	time	so	I	will	keep	it pride
grateful 100 2 25 I	have	no	problem	at	all	with	this	camera satisfaction
pride 101 2 22 this	camera	really	can	be	a	conversation	starter pride
satisfaction 102 2 24 feeling	happy	because	this	is	the	right	camera	for	me happy
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respondent gender age TYPE	OF	IMPRESSION	EXPERIENCE keyword
1 1 51 the	overall	design	of	car	large	enough	for	me	and	looks	tough	too tough
2 2 24 the	design	of	the	car	looks	cool	and	I	like	it cool
3 1 25 it	looks	tough	and	strong,	that’s	make	me	want	to	have	this	car tough
4 1 23 it	looks	I	can	carry	my	family	and	belongings,	it's	large spacey
5 1 24 the	esthetic	of	the	car	is	unusual	and	I	kinda	like	it unique
6 1 24 looks	comfortable	ben	I	look	the	overall	dimension comfortable
7 2 23 it	looks	large	and	big,	so	it	comfortable	enough spacey
8 2 23 I	ilke	fast	looking	car fast
9 2 21 I	want	to	have	luxurious	looking	car exclusive
10 2 22 the	overall	shape	is	unique,	not	mainstream unique
11 1 35 the	way	it	looks	and	attributed	is	elegance elegance
12 1 21 I	like	car	with	less	ornament	on	interior	and	exterior simple
13 2 23 the	dark	color	of	car	and	chrome	parts	made	the	car	looks	elegance elegance
14 1 23 not	mainstream..I	can	distinguish	myself	with	others unique
15 2 24 the	car	is	elegance,	shiny	and	looks	expensive elegance
16 2 24 its	classic	car	and	I	feel	lusted	for	how	it	looks	comared	with	current	car lust
17 2 50 it	was	new	model	and	it	can	distinguish	from	other	cars unique
18 1 17 the	car	looks	can	carry	so	many	passangers spacey
19 1 24 I	have	big	family	so	I	need	big	sized	car spacey
20 1 55 the	way	car	look	is	expensive	and	elegance elegance
21 1 77 the	chrome	material	makes	the	car	looks	elegance elegance
22 2 23 the	dimension	of	car	is	large	enough	for	me	to	carry	many	things spacey
23 1 23 car	from	this	brand	always	comes	with	elegance	look elegance
24 1 28 the	front	part	design	is	strange	but	I	like	the	way	it	looks	overall strange
25 2 49 the	shape	is	streamlined	like	river	line streamlined
26 1 51 the	shape	of	the	car	is	hard	and	tough	look tough
27 1 23 exterior	design	is	dominated	with	sharp	body	line sharp
28 2 23 it	has	large	bagage	capacity	on	the	back spacey
29 2 22 simple	design,	not	distracted	with	many	ornaments simple
30 1 24 the	car	is	quite	old	and	I	thouth	this	car	is	difficult	to	find,	it's	unique unique
31 1 22 it's	georgeus elegance
32 1 27 it	looks	comfortable	to	drive	and	 comfortable
33 1 22 I	will	prepare	this	car	as	my	companion	for	spending	time	with	my	wife,	it	need	to	
be	match
anticipation
34 1 40 combination	of	shape	and	color	makes	the	car	looks	cool	to	drive cool
35 2 23 the	overlal	look	is	quite	elegance elegance
36 2 25 tough	and	good	for	any	kind	of		road	condition tough
37 2 23 tough	and	has	strong	design tough
38 1 24 this	car	looks	cool	for	me cool
39 2 28 even	it	is	a	MPV	car,	it	has	slim	body	so	I	like	it fascinated
40 2 28 the	head	lamp	and	front	grill	looks	futuristic futuristic
41 1 49 the	rims	and	body	color	makes	the	car	look	sporty sporty
42 1 57 the	design	looks	tough	and	storng tough
43 2 24 the	car	more	sporty	than	any	other	car	on	its	class sporty
44 1 22 the	features	of	this	car	make	it	looks	cool cool
45 2 22 this	car	looks	like	car	from	future futuristic
46 1 24 this	is	my	first	car	and	it	needs	to	look	cool cool
47 1 23 strong	body	and	has	strong	chasis strong
48 1 23 I	always	bring	some	big	stuff	and	I	need	large	sized	car,	no	matter	the	brand	is spacey
49 1 23 rounded	design	and	dynamic dynamic
50 1 22 its	big	sized	car	and	looks	quite	comfort spacey
51 1 34 the	higher	ground	clearance	seems	play	good	role	to	make	car	comfortable comfortable
52 2 32 the	car	looks	comfortable	on	the	inside comfortable
Profile IMPRESSION	STAGE
	 92 
 
 
 
 
 
 
 
52 2 32 the	car	looks	comfortable	on	the	inside comfortable
53 2 17 most	of	the	city	car	has	sporty	look sporty
54 2 25 tough	and	rugged tough
55 2 26 elegance	especially	for	office	lady	like	me elegance
56 1 21 I	tought	the	car	is	too	small	for	me,	but	I	amazed	when	I	put	all	my	belongings,	its	
large	enough
amazed
57 1 24 I	just	need	car	that	large	enough	to	carry	my	family	and	affordable spacey
58 1 22 I	will	use	this	car	for	mobile	to	university	and	hang	around anticipation
59 1 45 the	model	of	this	car	looks	strong	and	solid strong
60 2 23 just	an	ordinary	design	for	ordinary	car ordinary
61 1 47 the	design	is	quite	futuristic,	it	is	low,	compact	with	metalic	color futuristic
62 1 44 exclusive	design	on	exterior	part	and	quite	expensive exclusive
63 1 24 I	like	SUV,	it	has	masculine	look masculine
64 2 22 the	design	of	this	car	is	timless	and	feels	exclusive	for	me exclusive
65 2 23 the	overall	design	is	quite	ok	for	my	price	range ordinary
66 2 23 it	looks	low	profile	with	simple	design simple
67 2 23 the	shape	of	car	reminds	me	of	horse	and	I	like	it admires
68 2 23 elegance	for	use	with	my	family elegance
69 1 23 the	color	preferences	and	overall	design	are	feel	fit	with	my	personality suited
70 1 23 the	design	looks	like	natural	rock admires
71 2 21 the	design	is	like	military	car tough
72 2 23 the	design	is	beautiful	to	look beautiful
73 1 24 the	design	is	looks	like	form	future futuristic
74 2 17 unique	design	with	sliding	door	for	passanger unique
75 1 22 I	like	all	the	design	aspect	of	this	car,	it	has	character admires
76 2 23 the	car	chasis	is	look	strong,	I	can	see	it	from	the	build	quality strong
77 1 50 maybe	if	I	buy	this	car	I	can	be	more	confident	when	I	drive	it	for	work confidence
78 1 55 looks	tough	with	that	big	tyre tough
79 1 64 it	has	very	basic	looks	and	inexpensive inexpensive
80 2 34 the	car	looks	like	it	has	muscle	in	it tough
81 2 24 the	material	and	les	features	feels	like	economical	car inexpensive
82 2 22 I	feel	the	car	can	be	easily	customized	with	my	style suited
83 2 23 the	small	size	and	the	color	is	very	cute cute
84 1 24 the	tail	part	of	the	car	can	carry	tyre	replacement,	its	cool cool
85 2 24 typical	expensive	MPV	car,	elegance elegance
86 1 24 the	design	of	this	car	have	so	sharp	line	and	manly	feel masculine
87 1 24 I	ilke	the	car	that	car	that	match	with	my	personality suited
88 1 47 futuristic	design futuristic
89 2 24 I'm	not	often	see	this	kind	of	design	in	car	with	similar	price	range unique
90 1 17 it	very	different	look	compared	with	other	type	form	this	brand unique
91 1 24 SUV	style	always	looks	tough tough
92 2 27 real	leather	for	seaters	and	chrome	listing	accent	makes	overall	design	looks	
extraordinary
exclusive
93 2 37 my	requirement	of	car	is	need	to	be	fast	and	efficient fast
94 1 64 cool	design,	the	ground	clearance	is	so	low,	almost	like	sports	car cool
95 2 23 the	front	part	of	this	car	is	some	how	remind	me	of	cute	character cute
96 1 28 not	many	car	have	such	a	nice	accent	on	its	exterior	part unique
97 2 25 this	is	my	first	car	and	I	feel	excited	to	own	it	soon excited
98 2 23 I	like	the	way	car	designed	and	sized admires
99 2 20 the	combination	of	color	and	shape	of	the	car	looks	cool cool
100 1 30 it	looks	tough,	I	can	see	it	from	the	construction	of	the	body tough
101 1 29 the	construction	looks	solid	and	rugged solid
102 1 31 the	design	is	looks	inexpensive	and	attributed	with	less	type	of	material inexpensive
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tough 1 1 51 I	feel	comfortable	every	time	I	use	it	and	can	through	on	every	condition comfortable
cool 2 2 24 I	never	get	bored	to	see	my	car	everytime	I	want	to	use	it enjoyable
tough 3 1 25 I	feel	I	never	get	problem	of	the	exterior	and	interior	during	use tough
spacey 4 1 23 the	seater	and	the	steering	wheel	feel	nice	and	comfortable comfortable
unique 5 1 24 interesting	looks	on	exterior admires
comfortable 6 1 24 its	comfortable	on	every	situation,	that’s	why	I	like	this	car comfortable
spacey 7 2 23 it's	comfortable	to	drive	and	responsive	enough comfortable
fast 8 2 23 its	responsive	and	I	like	it	to	use	in	every	situation admires
exclusive 9 2 21 large,	comfy,	feels	like	family	car,	tough	for	long	distance	travel spacey
unique 10 2 22 I	feel	excited	everytime	I	bring	this	car	with	me excited
elegance 11 1 35 I	like	the	material	of	the	seater	and	match	with	the	overal	cabin comfortable
simple 12 1 21 it	is	an	easy	car,	I	don’t	have	difficult	experience	from	this	car convenient
elegance 13 2 23 I	feel	like	driving	my	previous	car familiar
unique 14 1 23 persuade	to	use	it	everytime	I	look	the	car aroused
elegance 15 2 24 I	feel	like	driving	sport	car,	it's	fast	and	responsive admires
lust 16 2 24 I	feel	this	car	is	has	character	and	made	me	distinguish	from	nowadays	car confidence
unique 17 2 50 it	makes	me	confident	because	this	is	new	car	model confidence
spacey 18 1 17 never	had	a	problem	while	carying	passanger	or	things convenient
spacey 19 1 24 as	long	it	can	carry	many	persons,	I	have	no	problem	with	this	car comfortable
elegance 20 1 55 I'm	proud	to	have	this	car,	it	makes	me	famous	amongs	my	friends pride
elegance 21 1 77 never	having	complicated	problem	with	this	car	and	it's	so	easy	to	drive convenient
spacey 22 2 23 the	car	looks	cool	on	every	condition admires
elegance 23 1 23 it's	so	elegance	and	the	design	feel	like	lady elegance
strange 24 1 28 the	car	so	simple	and	makes	me	to	customize	the	car aroused
streamlined 25 2 49 if	traffic	jam	happens	it	will	be	ok	for	me	to	stay	in	the	car comfortable
tough 26 1 51 I	can't	believe	the	car	consume	less	gasoline	than	I	expected amazed
sharp 27 1 23 from	what	I've	experienced	so	far	this	car	has	a	less	consumptive	gas	usage efficient
spacey 28 2 23 comfortable	and	has	many	features comfortable
simple 29 2 22 comfortable	seats	for	all	passangers comfortable
unique 30 1 24 it's	so	stable	and	the	performance	is	astounding impressed
elegance 31 1 22 comfortable	when	I	use	for	long	distance	trip comfortable
comfortable 32 1 27 I	feel	superior	amongs	my	neigbour	with	this	car prestige
anticipation 33 1 22 the	materials	for	cabins	are	very	comfortable comfortable
cool 34 1 40 even	the	car	is	carrying	many	passanger	but	the	steering	wheel	is	feel	light	
and	responsive
convenient
elegance 35 2 23 its	so	simple	both	design	and	operational convenient
tough 36 2 25 so	far	this	car	just	feels	right	and	comfort	to	drive comfortable
tough 37 2 23 even	when	I	used	it	on	bad	condition	road,	it	still	comfort	to	drive	on	the	
inside
comfortable
cool 38 1 24 the	suspension	has	a	nice	and	soft	character,	it	made	me	comfort comfortable
fascinated 39 2 28 it's	so	quiet	when	driving	this	car,	almost	makes	me	sleep relaxation
futuristic 40 2 28 comfortable,	luxury,	noise	proof	interior comfortable
sporty 41 1 49 somehow	it's	fit	with	my	style suited
tough 42 1 57 no	need	to	spent	much	money	for	gasoline,	it	is	very	efficient efficient
sporty 43 2 24 my	car	is	quite	small,	it	made	me	easy	to	park	and	through	small	roads convenient
cool 44 1 22 the	interior	design	looks	egelgance elegance
futuristic 45 2 22 the	car	is	strong	to	face	the	uphill	track	every	time	I	go	to	work strong
cool 46 1 24 this	car	does	have	a	chrome	finish	and	many	elegance	looks elegance
strong 47 1 23 it	has	large	space	to	put	my	belongings	and	carrying	passanger	 spacey
spacey 48 1 23 it's	large	enough	to	carry	my	shopping	bag	every	time	I	go	to	supermarket spacey
dynamic 49 1 23 the	design	of	this	car	is	rounded	and	organic	feel admires
spacey 50 1 22 nice	and	comfort	seats	and	space	between	passangers comfortable
comfortable 51 1 34 car	from	this	brand	always	uses	comfort	as	a	selling	point comfortable
comfortable 52 2 32 it	lack	of	discomfort	while	driving	or	as	a	passanger	during	trip	with	this	car comfortable
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comfortable 52 2 32 it	lack	of	discomfort	while	driving	or	as	a	passanger	during	trip	with	this	car comfortable
sporty 53 2 17 this	car	does	have	a	adjustable	seats	and	fits	with	my	body comfortable
tough 54 2 25 I	never	had	a	problem	with	engine	or	construction	with	this	car strong
elegance 55 2 26 the	car	makes	me	to	drive	it	everyday,	it	just	fun	to	drive aroused
amazed 56 1 21 the	cabin	is	large	to	carry	firneds	and	family	for	trip	which	I	do	often spacey
spacey 57 1 24 nice	audio	quality,	nice	seats,	soft	suspensions-perfect	comfort comfortable
anticipation 58 1 22 it's	not	noisy,	the	smell	of	the	car	freshner	makes	me	calm	while	driving relaxation
strong 59 1 45 the	fuel	is	so	efficient	and	I	can	use	it	for	long	distance	trip efficient
ordinary 60 2 23 as	long	it	still	provide	me	comfortable,	I	feel	ok comfortable
futuristic 61 1 47 I'm	satisfied	with	the	car'	performance,	and	I	never	regret	to	bought	it satisfied
exclusive 62 1 44 I	feel	safe	with	the	air	bag	feature	in	this	car secure
masculine 63 1 24 it	has	strong	chasis	and	I	feel	safe	because	it	can	handle	crash	impact strong
exclusive 64 2 22 I	use	this	car	as	an	investation	for	my	future anticipation
ordinary 65 2 23 feel	quite	ok	with	audio	system	and	quite	comfortable ordinary
simple 66 2 23 I'm	impressed	with	the	acceleration	of	the	car impressed
admires 67 2 23 I	like	the	smell	of	the	car	fresner	every	time	I	entered	the	car pleasant
elegance 68 2 23 I	need	to	work	with	this	car,	because	everyone	can	recognized	my	job prestige
suited 69 1 23 easy	going	car	and	comfortable convenient
admires 70 1 23 it	is	quite	big	actually,	but	since	I	always	bring	my	family	to	go	with	me,	its	ok spacey
tough 71 2 21 the	design	of	the	car	still	following	current	style admires
beautiful 72 2 23 good	quality	of	leather	and	realy	soft,	feels	nice	when	seat	on	this	car comfortable
futuristic 73 1 24 the	car	has	nice	design	and	character	that	defines	its	identity admires
unique 74 2 17 it	is	just	ordinary	car	but	it	has	large	cabin,	that’s	why	I	like	it spacey
admires 75 1 22 I	feel	comfortable	when	driving	this	car,	maybe	because	the	seat	is	soft comfortable
strong 76 2 23 I	feel	comfortable	so	I	had	no	problem	while	using	it comfortable
confidence 77 1 50 I	feel	confident	when	driving	this	car	to	my	workplace confidence
tough 78 1 55 the	car	is	not	complicated	like	I	had	before convenient
inexpensive 79 1 64 it's	just	comfortable	in	every	stuff	of	this	car comfortable
tough 80 2 34 its	not	reflect	my	personality	but	it	comfortable	to	me comfortable
inexpensive 81 2 24 the	car	is	too	economical	and	fuel	efficient,	so	that	is	ok efficient
suited 82 2 22 it	is	less	complicated	car	with	less	instrument	to	operate convenient
cute 83 2 23 the	clutch	and	steering	wheel	is	pleasant	to	operate	and	less	effort pleasant
cool 84 1 24 driving	this	car	for	long	distance	trip	is	not	tiring comfortable
elegance 85 2 24 nice	feeling	when	I	sat	on	the	front	driver	seater comfortable
masculine 86 1 24 I	feel	the	car	force	me	to	appear	formal	and	serious,	but	I	like	it aroused
suited 87 1 24 the	car	have	many	tray	box	and	I	even	can	put	accessories	in	it convenient
futuristic 88 1 47 I	love	when	my	friends	compelent	me	about	my	car prestige
unique 89 2 24 the	car	consume	less	gasoline	than	my	previous	car efficient
unique 90 1 17 it's	rare	to	see	the	car	from	infamous	brand	that	has	comfortable	interior	stuff comfortable
tough 91 1 24 somehow	I	feel	classic	car	is	cool cool
exclusive 92 2 27 the	gasoline	consumption	is	less	than	I	spent	with	my	previous	car efficient
fast 93 2 37 its	very	responsive	to	drive responsive
cool 94 1 64 I	like	the	car,	it	not	noisy	and	make	me	calm	while	driving calming
cute 95 2 23 I	think	this	car	is	the	most	comfortable	car	I've	ever	driven comfortable
unique 96 1 28 feels	like	driving	a	sports	car	with	this	one fascinated
excited 97 2 25 I	feel	like	want	to	bring	this	car	every	day aroused
admires 98 2 23 I	still	admiring	the	exterior	design admires
cool 99 2 20 feels	like	home	and	can	do	everything	inside	car familiar
tough 100 1 30 the	car	performance	is	solid tough
solid 101 1 29 its	like	driving	off	road	car,	very	enjoyable	and	fun enjoyable
inexpensive 102 1 31 I	feel	like	driving	the	same	inexpensive	car	I	had	before familiar
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comfortable 1 1 51 the	only	things	I	still	keep	this	car	is	comfortable	aspect	of	the	car comfortable
enjoyable 2 2 24 the	fuel	consumption	and	and	cost	I	spent	for	maintenance	is	really	low efficient
tough 3 1 25 feel	comfortable	every	time	I	drive	this	car comfortable
comfortable 4 1 23 roof	distance	from	seats	is	quite	high	and	makes	me	feel	comfortable	because	I'm	quite	tall comfortable
admires 5 1 24 the	car	is	responsive	and	fun	to	drive	around	city enjoyable
comfortable 6 1 24 happy	every	time	I	drive	this	car,	I	can	play	my	favourite	music	from	usb enjoyable
comfortable 7 2 23 I	feel	this	car	different	in	positive	way	from	my	previous	car different
admires 8 2 23 this	is	one	of	my	life	achievement	and	I'm	proud	of	it pride
spacey 9 2 21 comfortable	and	I	feel	like	homes familiar
excited 10 2 22 the	car	can	be	trust	in	every	condition	which	I	experienced	often trust
comfortable 11 1 35 joyful	and	love	to	drive	with	this	car enjoyable
convenient 12 1 21 feel	different	from	previous	car different
familiar 13 2 23 I'm	satisfied	with	car's	features	that	help	me	a	lot satisfied
aroused 14 1 23 even	mostly	I	drove	it	in	rough	condition,	the	car	feel	comfortable	and	tough comfortable
admires 15 2 24 somehow	this	car	can	communicate	my	expression	though	the	color,	shape	and	performance suited
confidence 16 2 24 this	car	feel	better	than	my	previous	car different
confidence 17 2 50 this	car	has	so	much	features	in	it,	I	feel	enjoy	while	driving enjoyable
convenient 18 1 17 I	like	when	the	car	is	in	the	middle	of	traffic	jam,	the	car	serve	me	well	with	all	its	features pleasant
comfortable 19 1 24 I'm	still	rely	on		this	car	because	of	the	big	capacity	of	it spacey
pride 20 1 55 this	car	really	meant	to	use	for	special	day prestige
convenient 21 1 77 since	the	car	still	have	good	condition,	I	want	to	keep	it grateful
admires 22 2 23 I'm	just	wanted	my	car	to	be	performs	good	and	carry	all	my	belongings spacey
elegance 23 1 23 it's	just	comfortable	for	me	and	noiseless comfortable
aroused 24 1 28 I	never	feel	bored	with	this	car	since	I	can	just	change	the	rim	and	interior	color/leather dynamic
comfortable 25 2 49 mostly	comfortable	and		make	me	feel	releif comfortable
amazed 26 1 51 at	first	I	feel	tired	everytime	I	drove	long	distance,	but	after	all	this	years,	I	feel	get	used	to	it	and	its	
quite	comfortable
familiar
efficient 27 1 23 this	car	is	just	feel	different	and	better different
comfortable 28 2 23 this	car	is	realy	spacious spacey
comfortable 29 2 22 I	like	it	because	it	just	an	simple	car	and	it	fulfills	my	need	on	transport simple
impressed 30 1 24 its	unique	and	well	performed	too unique
comfortable 31 1 22 this	car	is	quite	expensive	on	its	class,	and	its	should	provide	good	comfortability	and	elegance	 fascinated
prestige 32 1 27 this	car	is	just	very	comfortable,	that’s	what	all	I	need	on	the	car comfortable
comfortable 33 1 22 I'm	satisfied	for	what	I	got	from	this	car	after	all	these	years satisfied
convenient 34 1 40 nice	brand,	good	service,	and	makes	me	proud	every	time	I	drive	this	car pride
convenient 35 2 23 this	car	really	feels	different	from	what	I	had	before,	and	I	want	to	keep	it	like	this different
comfortable 36 2 25 this	car	just	made	me	fascinated	from	what	I	saw	first	time fascinated
comfortable 37 2 23 I	feel	the	steering	wheel	is	very	light	and	easy	to	park convenient
comfortable 38 1 24 the	air	circulation	of	this	car	better	than	my	previous	car satisfied
relaxation 39 2 28 the	car	is	so	responsive	and	very	light responsive
comfortable 40 2 28 so	many	features	in	it	and	I	often	use	it	while	driving convenient
suited 41 1 49 I	like	the	way	car	gave	me	comfortable	surroundings	while	socialized	with	my	girlfriend comfortable
efficient 42 1 57 I	like	it	when	the	car	through	an	uphill	road tough
convenient 43 2 24 I'm	glad	that		I	bought	and	keep	this	car grateful
elegance 44 1 22 I	like	the	wat	this	car	behave	when	I	used	it	for	a	long	distance	trip comfortable
strong 45 2 22 the	seat	position	and	the	steering	wheel	is	very	ergonomic	and	fit	with	my	size,	I	personally	want	to	
keep	the	car
comfortable
elegance 46 1 24 the	car	is	easy	to	repair	by	myself	and	I	even	can	customize	it convenient
spacey 47 1 23 I	like	the	design	of	the	interior,	especialy	the	seater,	it	is	very	comfortable comfortable
spacey 48 1 23 I'm	excited	because	this	is	my	first	car	and	I	cant	believe	it	I	have	car excited
admires 49 1 23 this	car	just	feels	right	on	every	aspects	and	most	importantly	that	this	car	really	comfort	to	drive comfortable
comfortable 50 1 22 being	different	is	good,	this	car	accomodates	my	need	for	being	different	from	my	friends	 different
comfortable 51 1 34 this	car	has	a	different	feels	and	separated	from	others	car	I	had	driven	before different
comfortable 52 2 32 this	car	is	less	noisy,	has	comfortable	seats,	nice	driving	position,	I	think	that’s	all	the	important	from	a	
car	for	me
comfortable
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comfortable 52 2 32 this	car	is	less	noisy,	has	comfortable	seats,	nice	driving	position,	I	think	that’s	all	the	important	from	a	
car	for	me
comfortable
comfortable 53 2 17 I	feel	enough	to	have	this	car,	no	need	to	replace	unless	it	related	to	engine grateful
strong 54 2 25 it	has	nice	large	space	for	my	family spacey
aroused 55 2 26 the	sound	quality	is	very	good	and	I	can	use	my	ipod pleasant
spacey 56 1 21 I	really	like	the	car	that	look	small	but	actually	it	has	large	space	for	carrying	everything spacey
comfortable 57 1 24 I	always	hangout	with	friends	on	this	car,	and	I	never	get	trouble	because	it	large	enough	to	carry	all	
my	friends
spacey
relaxation 58 1 22 my	friends	always	admire	this	car	and	I	really	proud	to	own	it pride
efficient 59 1 45 this	car	has	diesel	engine	which	made	car	more	powerful	and	efficient fascinated
comfortable 60 2 23 still	like	it	and	I	want	to	use	it	more	often pleasant
satisfied 61 1 47 I	feel	grateful	with	this	car	because	it	never	broke	and	spent	much	money	for	maintenance grateful
secure 62 1 44 I	don't	know	why,	but	this	car	is	really	fun	to	drive	and	enjoyable enjoyable
strong 63 1 24 it's	a	manual	car,	but	I	like	it	because	I	feel	more	controlling	the	car tough
anticipation 64 2 22 the	classic	car	for	me	is	feel	special exclusive
ordinary 65 2 23 the	car	is	perform	well	until	now	and	never	feel	any	problem grateful
impressed 66 2 23 it	large	and	I	always	depend	on	this	car	every	time	I	trip	with	my	family spacey
pleasant 67 2 23 weight	when	change	the	shift	gear	and	steering convenient
prestige 68 2 23 well	known	brand	should	be	comfortable,	and	it	is comfortable
convenient 69 1 23 this	car	made	me	fell	in	love	and	I	want	to	use	it	everyday,	really	addicting lust
spacey 70 1 23 always	makes	me	calm	when	inside	the	car calming
admires 71 2 21 I	feel	level	of	comfortability	is	better	tha	my	previous	car comfortable
comfortable 72 2 23 it	feels	different,	and	classic	car	make	me	more	confidence	because	it	is	different confidence
admires 73 1 24 this	car	has	safety	features	for	me	from	parking	to	driving secure
spacey 74 2 17 because	I	use	this	car	more	often	with	my	family,	so	I	feel	roused	while	driving pleasant
comfortable 75 1 22 it's	part	of	my	daily	routine	and	driving	this	car	is	pleasing pleasant
comfortable 76 2 23 I	feel	more	behave	since	I	drove	this	car aroused
confidence 77 1 50 my	car	is	an	achievement	of	my	job prestige
convenient 78 1 55 this	car	really	pump	my	adrenaline	out	because	of	big,	high	and	strong	construction	of	the	car	 aroused
comfortable 79 1 64 I'm	amazed	with	this	car,	I	bought	it	with	low	price	but	it	performed	like	not	an	inexpensive	car	after	all	
this	time.
amazed
comfortable 80 2 34 this	car	was	gift	from	my	husband	for	me	to	mobile grateful
efficient 81 2 24 I	hope	the	car	still	perform	well	and	good	enough grateful
convenient 82 2 22 I	customized	too	much	with	this	car,	so	I	will	keep	it pleasant
pleasant 83 2 23 I	tend	to	keep	product	for	a	long	time	because	paid	well	with	this	car trust
comfortable 84 1 24 the	seat	position	and	how	car	makes	me	feel	comfort	when	I	drive	it comfortable
comfortable 85 2 24 my	job	really	force	me	to	use	the	car	all	the	time,	and	seems	the	car	really	match	with	my	need suited
aroused 86 1 24 the	car	feels	different	with	my	previous	car different
convenient 87 1 24 many	features	has	fullfilled	my	need	on	mobile	activity	with	this	car satisfied
prestige 88 1 47 the	car	is	well	served	me	with	efficient	but	still	good	appearance	in	the	outside satisfied
efficient 89 2 24 I	feel	comfort	with	the	seat	design	and	materials	and	it	makes	me	feel	good	while	driving comfortable
comfortable 90 1 17 its	unique	car,	and	probably	never	to	sell	this	car unique
cool 91 1 24 the	car	stable	when	I	drove	it	even	in	bad	road	condition stable
efficient 92 2 27 the	character	of	this	car	is	strong	and	influence	my	style aroused
responsive 93 2 37 the	car	is	fast,	and	reliable	so	I	never	late	to	work fast
calming 94 1 64 the	soft	shock	absorber,	steering	wheel	and	noisless	are	made	me	to	still	keep	the	car comfortable
comfortable 95 2 23 I	like	customizing	the	interior	part	of	the	car,	like	seater	and	steering	wheel suited
fascinated 96 1 28 I'm	happy	everytime	I	drive	this	car	with	my	wife happy
aroused 97 2 25 this	car	is	always	fit	with	my	personality	and	style suited
admires 98 2 23 at	least	the	engine	really	perform	well,	even	the	look	now	obsolete grateful
familiar 99 2 20 this	is	my	first	car	and	it	was	presents	from	my	parents grateful
tough 100 1 30 I	prefer	to	keep	the	car	and	use	it,	because	the	car	still	perform	good satisfied
enjoyable 101 1 29 I	already	feel	suited	with	this	car	and	maybe	I	want	to	spend	more	time	with	it suited
familiar 102 1 31 I	don’t	have	memorable	feeling	with	this	car,	If	I	need	to	change	car,	then	it	is	ok ordinary
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respondent gender age type	Impression	experience keyword
1 2 30 I bought this fridge because it has the simplest looks at that time simple
2 2 29 I bought the bigger storage fridge for my family needs spacious
3 2 43 the fridge looks tough and will endure for a long time tough
4 1 30 the fridge has cool feature for water and ice cube dispenser cool
5 1 40 it's easy to clean and maintenance, very convenient convenient
6 2 41 the chrome accent on the handle and the color option is very elegance luxury
7 1 35 this fridge looks like my parent's fridge familiar
8 2 29 I think this fridge looks more elegance than other models elegance
9 2 32 I ever use this same model when I was staying in my mother's house familiar
10 2 30 very big and can store many things for my family needs spacious
11 2 37 fron the beginning I always wanted fridge that can store as many food and drinks spacious
12 1 39 from the looks and feel, this fridge is tough and durable tough
13 2 25 very easy to clean and maintain, and it has water dispenser and ice dispenser convenient
14 2 26 the design looks simple and humble, I don't like the design that looks too much simple
15 1 31 I'm curious with the new features and I want to try it curiousity
16 1 33 the fancy features looks advance advance
17 1 30 this fridge looks affordable inexpensive
18 1 45 inner trays are easy to access and relayout for every needs convenient
19 2 50 I trust this brand because it was already proven with other product trust
20 2 48 very convenient to access the vegetable and food storages convenient
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age type	of	Immersion	experience keyword
30 the fridge could stores as much foods as I need reliable
29 it	fitted	with	the	room	decoration suited
43 I'm surprised with the chiller performance surprised
30 I don't have to buy water dispenser separately convenient
40 very	easy	to	put	many	food	without	having	trouble	to	re	layout convenient
41 I	feel	suited	with	the	design	and	colors,	match	with	our	interior	themes suited
35 I	feels	using	my	parent's	fridge familiar
29 not	only	elegance,	this	fridge	has	larger	storage	on	the	inside spacious
32 very	easy	to	clean	and	maintain convenient
30 even	though	this	fridge	is	huge,	but	still	convenient	to	clean	the	interior convenient
37 because	the	fridge	is	so	large,	it	has	several	tray	to	store	specific	stuff convenient
39 I	can't	believe	the	fridge	can	hold	the	food	that	heavy	 surprised
25 I'm	satisfied	with	the	features	from	this	fridge satisfaction
26
the	door	handle	is	very	comfort	to	hold,	and	the	control	panel	on	the	inside	is	also	
comfort	to	access
comfortable
31 it	feels	different	from	my	previous	fridge,	its	better different
33 this	fridge	is	quite	tough,	it	can	hold	some	heavy	foods	and	the	interior	materials	are	strong tough
30 even	though	this	fridge	is	affordable,	it	always	keeps	my	foods	cool reliable
45 very	convenient	because	it	is	easy	to	adjust	the	storage	layout convenient
50 this	fridge	never	fails	me,	it	always	makes	my	food	and	drinks	cool	faster reliable
48 I	think	this	fridge	is	enough	to	store	all	my	weekly	food	and	drinks sufficient
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keyword respondent gender age type	of	attahcment	experience	 keyword
reliable 1 2 30 the	fridge	never	gets	any	problem	at	all	until	today satisfaction
suited 2 2 29 I	always	trust	this	brand	for	the	looks	and	function	of	the	product trust
surprised 3 2 43 as	long	as	it	can	still	be	usable pride
convenient 4 1 30 it	very	durable,	I'm	really	grateful	to	buy	this	fridge grateful
convenient 5 1 40 I'm	satisfied	with	this	brand,	never	having	a	trouble	until	today satisfaction
suited 6 2 41
I	feel	grateful	that	my	husband	bought	this	fridge,	it	has	all	I	need	for	storing	the	
food
grateful
familiar 7 1 35
after	all,	this	fridge	is	very	comfortable	to	use,	no	wonder	that	my	parents	
suggested	me	to	buy	one
comfortable
spacious 8 2 29 the	most	important	is	that	the	fridnge	is	easy	to	clean	and	maintain convenient
convenient 9 2 32 still	comfortable	to	use	even	this	model	is	already	obsolete comfortable
convenient 10 2 30 can	be	rely	on	this	fridge	to	store	some	food	and	left	over	dinner reliable
convenient 11 2 37 very	easy	to	move	the	fridge	and	leasy	to	clean convenient
surprised 12 1 39 I	feel	grateful,	the	new	features	from	this	fridge	is	useful grateful
satisfaction 13 2 25 this	fridge	has	lowest	power	consumption efficient
comfortable 14 2 26 the	door	handle	is	so	comfort	and	the	storage	is	easy	to	stack comfortable
different 15 1 31
after	all,	the	most	Important	from	the	fridge	is	that	you	can	easy	to	clean	and	
maintain
convenient
tough 16 1 33 this	particular	brand	for	fridge	is	very	reliable reliable
reliable 17 1 30 it	charge	the	electricity	so	low efficient
convenient 18 1 45
this	one	has	storage	that	can	prevent	strong	smell	from	food	to	contaminate	other	
food
convenient
reliable 19 2 50 merk	ini	memang	selalu	dapat	dipercaya	untuk	urusan	elektronik trust
sufficient 20 2 48
even	though	this	fridge	is	small,	but	still	comfortable	to	put	and	take	out	the	food	
inside
comfortable
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respondent gender age type	Impression	experience keyword
1 2 30 LED tv, with many chrome accent and gloss material, it looks elegance elegance
2 2 29 the clarity of the pictures it produces is really nice admiration
3 2 43 the simple and humble shape really makes me wanted it simple
4 1 30 the shape was very elegant, the chrome listing and frame color makes it even more elegance elegance
5 1 40 the	remote	layout	and	menu	looks	and	feels	easy	to	learn convenient
6 2 41 TV with this big sould be expensive and everyone will amazed with this TV pride
7 1 35 the TV design similar to my father's and I used to watch movies with that TV familiar
8 2 29 the first LCD TV with elegance design on its era elegance
9 2 32 the design looks tough and feels durable tough
10 2 30 the new model curved TV really faascinating, the picture looks bright, vivid and sharp fascinated
11 2 37 it was the latest model and uses the latest technology, it looks expensive expensive
12 1 39 I always buy this brand for electronics trust
13 2 25 it uses latest technology and advance image processing for video advance
14 2 26 no fancy tech on this lcd tv, just simple as I wanted simple
15 1 31 I wa told to buy this brand, because everyone trus with its durability trust
16 1 33 the technology to produce vivid and 3d technology is cool I think cool
17 1 30 it was affrodable but yes still produce good image quality for local channel inexpensive
18 1 45 the TV feels wider than its competitors and it feels nice to watch TV with family spacious
19 2 50 because of the brand, been used the same brand for decades with no problems trust
20 2 48 the living room in our house is quite large, and I need larger TV for that spacious
Profile IMPRESSION	STAGE
keyword respondent gender age type	of	Immersion	experience keyword
elegance 1 2 30 very reliable, for watching movies, and watch together with family reliable
admiration 2 2 29 the	design	is	very	match	with	room's	decorative	theme.	And	it	looks	fitted suited
simple 3 2 43 the dimension is perfect, not too big, and not too small. Its enough sufficient
elegance 4 1 30 it feels very similar to my previous tv, same layout, operational and features familiar
convenient 5 1 40 this tv is the most convenient TV I ever used, for watching movies or channel convenient
pride 6 2 41 I	enjoy	every	feature	of	this	smart	TV enjoy
familiar 7 1 35 the	remote	size	and	layout	very	comfortable	to	hold	and	use comfortable
elegance 8 2 29 the	design	its	very	match	with	the	fridge,	and	other	electronics	in	our	house suited
tough 9 2 32 it	has	many	input	plug	for	TV,	video,	PC	and	internet convenient
fascinated 10 2 30 it's	comfortable	to	my	eyes,	not	too	bright	and	easy	for	long	term	watching comfortable
expensive 11 2 37 this	particular	model	very	suitable	for	my	style	that	often	watch	movies	in	the	house suited
trust 12 1 39 I'm	surprised	that	this	brand	has	more	advance	features	that	the	more	expensive	brand surprised
advance 13 2 25 I	realy	satisfide	with	its	new	technology	and	features satisfaction
simple 14 2 26 even	though	the	features	is	so	simple,	but	I	enjoy	watchning	movies	with	this	TV enjoy
trust 15 1 31 it's	very	reliable	for	long	term	use reliable
cool 16 1 33 the	design	is	very	convenient	to	be	setup	on	every	kind	of	room	characteristic convenient
inexpensive 17 1 30 even	though	it's	affordable,	this	TV	is	reliable	for	the	sound	quality	and	the	image	quality reliable
spacious 18 1 45 the	TV's	design	has	a	little	complex	shape	that	easy	to	clean	and	less	dusts convenient
trust 19 2 50 the	TV	is	very	easy	to	configure,	and	can	be	use	my	smartphone	as	a	remote effortlessness
spacious 20 2 48 very	convenient	to	setup,	the	menu	is	not	complex,	and	operational	is	very	easy convenient
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keyword respondent gender age type	of	attahcment	experience	 keyword
reliable 1 2 30 I	was	really	satisfied	with	durability	of	this	TV satisfaction
suited 2 2 29 saya	senang	karena	desain	TV	nya	memang	sesuai	dengan	expektasi	saya happy
sufficient 3 2 43 I'm	feeling	grateful	to	own	this	TV grateful
familiar 4 1 30
after	all	these	years,	the	most	important	for	this	TV	is	the	most	convenient	TV	I've	
ever	owned
convenient
convenient 5 1 40 its	very	comfortable	to	see	the	screen	even	for	long	term,	very	easy	for	my	eyes comfortable
enjoy 6 2 41
sometimes	the	split	screen	features	very	useful	when	watching	with	family	
members	
useful
comfortable 7 1 35 overall	design	and	features	makes	me	comfort	to	watch	movies	and	serials comfortable
suited 8 2 29
the	most	important	thing	on	this	tv	is	that	the	TV	is	very	convenient	to	be	used	for	
video	games
convenient
convenient 9 2 32 I	often	used	as	TV	monitor	and	still	very	comfort	for	my	eyes comfortable
comfortable 10 2 30 the	TV	's	sound	quality	is	reliable	for	watching	live	music	show reliable
suited 11 2 37 This	TV	always	gets	someone	attention	and	started	to	talk	about	it pride
surprised 12 1 39 I	feel	grateful	I	boguht	this	TV	and	use	it	with	no	problems grateful
satisfaction 13 2 25 the	electricity	on	this	TV	is	very	low	and	less	hassel efficient
enjoy 14 2 26
I	enjoy	to	use	this	TV	because	I	often	switch	to	game	console,	TV	cable	and	watch	
film
enjoy
reliable 15 1 31 afterall,	I	realized	this	TV	has	the	most	complete	input	and	output	plug	ever	on	TV convenient
convenient 16 1 33 its	very	reliable	for	connecting	PC	as	dual	monitor reliable
reliable 17 1 30 the	small	frame,	light	weight	and	room	efficient	for	TV	this	size efficient
convenient 18 1 45 so	many	plug	in	to	connect	TV	with	my	laptop,	tablet	and	game	console useful
effortlessness 19 2 50 I	trust	the	brand,	it	always	made	godd	quality	material	for	its	product trust
convenient 20 2 48 the	USB	plug	for	watching	video	files	is	very	useful	for	movies	freak	like	me useful
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